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Packaging has become a science upon 
which many brains are concentrated. 


Now it is an important branch of the graphic 
arts as these boxes, of our manufacture, testify 
many millions of times. 

FORT ORANGE PAPER GOMPANY 


(lastleton-on- Hudson 


New York 
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Copyrighting Package Features 
Adhesives in Packaging 

The Psychology of Color 

The Use of Package Inserts 
Genuine Vegetable Parchment 
Glassine Paper in Packaging 
Use of Metal Foil 

Scales for Checkweighing 





Collapsible Tubes 

Fancy and Decorative Papers 

Gold and Metallic Embossing 
Cellophane—A Transparent Wrapping 
Paper Bags in Packaging 

Glass Containers 

Paper Liners for Caps 

Labels for Round Cans 

Automatic Wrapping of Packages 
Waxed Paper 


Use of Tin Plate in Packaging 
Labeling Machines 
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A Complete Buyer’s Directory 





The Buyer’s Directory gives you the name of every 


manufacturer of machinery, equipment, supplies, 
paper, etc., used in packaging products for retail 
There are ten (10) pages similar to the one 
The Directory is made up in handy 


Nowhere else can you obtain a Directory so com- 


plete as that published in the PACKAGING CATA- 
LOG. Besure to get your copy. 





ou Don’t Have to Buy the Packaging Catalog— We'll 
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the Packaging Industries 


@ pages indicated by numbers appearing after advertisers’ listing 
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Dur Special Offer to You — 


E have set aside a copy of the PACKAGING CATALOG subject to your 
order. Ordinarily it costs $5.00—to you it is free. 


You most certainly will want your copy. A concern that has always at 
hand the information contained in this valuable book has a decided advantage 
over the concern that has not availed itself of this wealth of data. A glimpse 
of the partial list of contents on the preceding pages will convince you of that. 


You get over two hundred (200) pages of useful data and information. 


You can get the PACKAGING CATALOG and every issue of MODERN 
PACKAGING for one year for the subscription price of the magazine alone— 
only $3.00 per year, or, if you prefer, $5.00 for the two years. 

We believe you will want to read regularly MODERN PACKAGING—tthe 
only complete and authoritative journal treating on packaging. MODERN 
PACKAGING is issued monthly— it stimulates the effort—broadens the vision 

keeps you abreast of the times. 

To start MODERN PACKAGING working for you—to receive a copy of the 


PACKAGING CATALOG free—fill in and return the coupon below. Your 
subscription for MODERN PACKAGING and the PACKAGING CATALOG will 


be a matchless investment. 


Today. Please! 


Breskin & Charlton Publishing Corp., 
11 Park Place, 


I mr RMR i ag i al a , 1929 
Please enter my subscription for MODERN PACKAGING for... year(s) (1 year, $3; 
2 years, $5), in payment for which I enclose my check (money order) (currency). I 
sis dea ep ee Title 
It is understood that I am to get COMPANY. Paes tee aah Cae wees Fe 
free-of-charge with my subscription, a dale eaeeeaeeetianeaeiaeeanteetanatiemmanan 
copy of the 1929 edition of the PACK- : nahn ite 
TERE ASS Te ATCT al ON ae ae 


AGING CATALOG. ; 
Canadian and foreign subscriptions, $4 per 


year. 








O a selected list of those whom we believe represent 

the most progressive concerns who package their 

products for retail sales—we are making a very 
special offer. 

You have the opportunity of getting a copy of the 
PACKAGING CATALOG free-of-charge—ordinarily 
the publisher’s price for this book is $5.00 per copy. 

This is a leather-bound book with embossed cover. 
It is printed on enamel paper—finely illustrated—and 
contains information and data on every phase of 
Packaging; a “veritable encyclopedia” on packaging— 
ready for distribution February 20th. 

The PACKAGING CATALOG contains a wealth 
of packaging information. There are over two hundred 
(200) pages of useful data that can be applied to the 
solution of your every-day packaging problems. It 
points out the safe channels of packaging practice. 

A copy of this remarkable book has been set aside 
for you. You can obtain it at no cost to yourself. 
Read the special offer on the following pages. 





For the Service of Those Industries Where Packaging Is a Fa 
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PACKAGING 


For the Service of those Industries where 
Packaging is a Factor 





VoLuME 2 FEBRUARY, 1929 No. 6 





CHARLES A: BRESKIN—General Manager D. E. A. CHARLTON—Editor 
LAWRENCE LEY—Adv. Manager, K. M. REED—Ass’t Editor 
EDWIN L. LEY—Art Director 


Consulting Editorial Board 
ArTHUR S, ALLEN Ricuarp B, FRANKEN C, H. Gutiion 
Epwarp O, TINSLEY Frank C, CHAsE J. D. Matcotmson 
FreDERICK L, WERTz Wim A, SmitTH 








Table of Contents 





THE ARTISTIC TREND OF Topay.. 31 A Pre FiLuinc Is PACKAGED... . 
By K. M. Reed 
THE Ropsot SELLS PACKAGED y 
CLBOUS e256 Sha Abhay hea 33 BorrLInc A DRUG PRropuct 
By Raymond E. Schenk 


: So EDITORIALS 
FIBRE AND PAPER CANS......... 36 . 


By C. T. Simpson A UTILITY PACKAGE 


PACKAGING A WATER SOFTENER 37 AMONG PACKAGE USERS......... 
By G. E. Powers 
WASHINGTON CORRESPONDENCE. . 
TESTING FOR PACKAGE REDESIGN 38 
By Waldon Fawcett BOXING FOR BULK SALES 


SELECTING A CARTON DESIGN.... Tram CatatoGs. : -5. 0 ce S. 54 


PACKAGING Hostess CAKES...... 2 HAND OR MACHINE CARTONING?. 56 
By Herbert Kerk 
COPYRIGHTING PACKAGE FEa- 
DIFFERENTIATING GRADES WITH 58 
PACKAGES 
By Ray Bell MACHINERY AND EQUIPMENT..... 60 








BRESKIN & CHARLTON PUBLISHING CORPORATION 
11 Park Place, New York, N. Y. 
Telephone: Barclay 0882-0883 
Western Office: Earl I. Carmody, 307 N. Michigan Ave., Chicago, III. 
Australian Agents: Technical Journals Ptg. Ltd., 422 Collins St., Melbourne 
Published on the tenth of each month 
Subscription $3.00 per year Canadian $3.50 Foreign $4.00 
Single copies, 35 cents 


Copyright, 1929, by Breskin & Charlton Publishing Corporation. All rights reserved. 











February, 1929 











Ideal All-Paper Packages 
for Your Product 


can be efficiently and economically produced 


by some combination of these ‘‘National’’ units. 





CARTON f Ly 9 ms? 
FORMER 4 eae LINING-BAG MAKER 


Glues up and inserts 
glassine or parchment 
cut from the roll. 


Automatically 
feeds and sets 
up flat sheets. 








-_ e | WAX 
COMBINED SEALER Te fl fl WRAPPER 
Bottom and top seals ; Ae {5} ; pends & Hermetically 
standard knock-down f oo. Pa yy? a (heat) seals 
cartons. ie! Ae bree ma §=waxed paper. 











We also manufacture a most complete line of 
NET AND GROSS WEIGHERS, PACKERS AND FILLERS 


for Bags, Bottles, Cans, Cartons, Pouches, etc. 








NATIONAL PACKAGING MACHINERY CO. 


Manufacturers 


477 Watertown St., Newtonville, BOSTON, MASS. 

















Modern Packaging 








PRECISION 
COUNTS 


ooee Where automatic machinery is used 


BUTTER CARTONS 
and 
OLEO CARTONS 
made by BUTLER 


are built to work with the highest 
degree of efficiency on automatic 
cartoning machines, because of 
absolute accuracy of dimensions 
and uniformity of size. 

.- They fold perfectly on all score 
lines. The tuck ends do not 
buckle... As a result machine 
stoppage, carton spoilage, and 
waste of material and labor are 
virtually eliminated. 


.. The same advantages are ap- 
parent in hand wrapping. 25% 
of the labor time is saved. 


THE BUTLER PAPER PRODUCTS,CO. 
TOLEDO, OHIO 





**THE MOST NEARLY PERFECT CARTON MADE”’’ 

















RICH IN INDIVIDUALITY 


| Pins the thought, care and money you have expended to give 
your product that priceless ingredient of all quality merchandise— 


Individuality. 


Can you afford to do less for your package that must bear the brunt of 


evoking the first sales contact? 


BURT originality in producing packages of individuality is unquestioned, 
for BURT clients, producers of Quality Products, are legion. 


Look to BURT for Individuality 


F-N- BURT COMPANY: Lic. 


BUFFALO: N-Y- 
Manutacturers of Fine Set-Up Paper Boxes 


BURT DESIGN So? CREATIONS 











creating it. 


This desire is implanted in the e tive purchaser by BURT designed 
packages—on sight the wall of sales ¥esi agis tocrumble. Sales impelling presen- 
tation is half the sale. 


BURT has created new standards inWQualityf Packages for Quality Products. Your 
packages will demand and get consum§r preference when made by BURT. 


Look to BURT for Des#e Creating Packages. 


F-N- BURT COMPANY: Lic. 


BUFFALO: N-Y: 
Manufacturers of Fine Set-Up Paper Boxes 


BURT DESIGNS 0° CREATIONS 


This advertisement appeared in the ’re . 
February, 1929, issue “Modern Packaging” ; pom ae ee * 
“Modern Packaging” 
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FINCOPAPERS 


INCORPORATED 
NINTH, BAILEY AND ERIE STS. 
Specify Pinco! CAMDEN, New Jersey 








It covers everything 


NEW YORK OFFICE CHICAGO OFFICE 
Room 710—225 Fifth Ave. 1566 Conway Bldg. 





Hie NR RY | Your speed per minute with | 5 are 
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“PNEUMATIC” A 











AUTOMATIC PACK Wainers 





















































“Squaring” the Carton: This 
is done on the Carton Feeder, on 
which opens and feeds to the 
Bottom ler. 


te 








Top Sealing: done on Top Sealer. When lined 
carton is sealed the paper is interleaved with the 


flaps as shown. 
dal 
fA, ‘me | ii ' 
wi 


Vacuum Filling with any 
liquid or semi-liquid. No 
agitation, overflow or after 
drip. 


Automatic Capping: any standard screw 
cap, single or divided thread, Amerseal or 
Duplexseal, applied and tightened auto- 
matically. 








Bottom Sealing: done 
Bottom Sealer. A 
code symbol or num- 
ber can be stamped in 
the bottom flaps. 











Wax Wrapping: done on Wax 
Wrapper, which applies and heat- 
seals a transparent waxed paper. 


“Pneumatic” Tea Balls: supe- 
rior pouch type made auto- 
matically of pure gauze and 
thread. Identifying tag tied on 
at same time. 


Lining the Carton: done on Carton 
Liner. Waxed or Parchment paper 
bag lining is formed, heat-sealed, 
and inserted in empty carton. 














Filling and Weighing: 
This is done on a Net 
Weigher or on a Gross 
Weight Machine. 


Tight Wrapping: done on Tight 
Wrapper, which applies a printed 
paper wrap to the carton shell. 


re 


Dy 


Butter cut sod wrapped auto- 
matically. No broken grain, 
negligible moisture loss or 
shrinkage; uniform size, qual- 
ity and wrap. 


These operations are accomplished with Pneumatic Automatic 


Packaging Systems, comprising independent co-ordinated 
units at constant production speeds to meet your requirements. Come to 
Headquarters for your packaging department equipment. Our engineers 


are at your service. 


PNEUMATIC SCALE CORP., Ltd., NORFOLK DOWNS, MASS. 








NEW YORK CITY 
26 Cortlandt Street 


SAN’ FRANCISCO 
320 Market Street 


CHICAGO 
360 N. Michigan Ave. 


MELBOURNE, SYDNEY 
J. L. Lennard 





ENGLAND 
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“Chosen 


exclusively 
asaresultof , 
repeated trials 


9 


Paterson GenuineVegetable Parchment 


Perhaps you have been wondering lately. . . . 

“‘W hat is the best protective liner for packaged food products?” 
If so, let the M. J. B. Company of San Francisco answer. 
Here is what they say... . 


“As the result of repeated trials and comparisons of 
parchment papers, Paterson thirty pound Genuine 
Vegetable Parchment has been chosen exclusively for 
use in packing our M. J. B. Co.’s Jr. Brand Coffee. 

“We are entirely satisfied with the results obtained 
and do not hesitate to endorse the quality of your above 
mentioned product.” 


Prices were never more interesting. 
Write today for quotations. Samples will 
gladly be supplied for thorough tests. 


The Paterson Parchment Paper Company 


Original Makers of Genuine Vegetable Parchment 


PASSAIC, NEW JERSEY 
Chicago San Francisco 
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PURITAN 


PEANUT 
BUTTER 


FASHIONS FOR FOODS 


c~ cans—sparkling cans—neat looking, 
colorful cans! Cans with a taste-tempta- 
tion all their own. Inviting? Decidedly! Mrs. 
Housewife finds them mighty hard to resist. 
That’s why modern food packers put such 
stress on style—turn to Canco to reflect 
fine products with fine containers. For 


Canco cans do more than just “contain”. 
They advertise the product. They build the 
brand. They sell. 

Canco lithography on metal turns the trick. 
An individual design—worked out for you 
by Canco experts—means display-value that 
will shout “Keep moving!” to your goods. 


AMERICAN CAN COMPANY 


CONTAINERS OF TIN PLATE - BLACK IRON - GALVANIZED IRON = FIBRE 


METAL SIGNS AND 


New York 
Chicago 
San Francisco 


DISPLAY FIXTURES 
Sales offices 


in all 
principal cities 
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Widlars 
FANCY PICKLES 


Ihe Widlar Company 


CLEVELAND 0 


PICKLES 


Personality for Pickles, too 


ERSONALITY—that’s what counts—for 
the package, the contents, the brand. 
Personality that invites and clinches sales. 
Pickle packers know this—so do countless 
others. Choosing the right container means 
choosing a brighter future for production 
and for sales. Canco containers take the 


guesswork out of processing your pack 
carry it to customers at its very best. 

But that’s not all. A Canco container - 
brilliantly lithographed—fresh in the prom- 
ise of the tempting goodness within—can 
be your brightest and best salesman. So 
others have found—so will you. 


AMERICAN CAN COMPANY 


CONTAINERS OF TIN PLATE - BLACK IRON - GALVANIZED IRON — FIBRE 


METAL SIGNS AND 


New York 
Chicago 
San Francisco 


principal cities 





February, 1929 9 


Compare the work 


the difference is important 


HERE is a rec- 
ognizable dif- 
ference in “tight- 
wrapping”’ machinery. 
There is little similarity. This 
is convincingly evidenced when 
you compare the work. 


The superiority of Stokes & Smith 
produced ‘‘tight-wrapped’’ packages is 
clearly apparent in their ability to make 
your products move faster by decreasing your 

production cost. 


aN ADOKING Let an S & S Engineer give you important details 
S on ‘“‘tight-wrapping.”’ 


WE ALSO MANUFACTURE A COMPLETE LINE OF 
FILLING & PACKAGING MACHINES. 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE—23 GOSWELL RD. 


" . ae ane er mea 
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QUALITY 


—that most elusive thing 


BSTRACT, elusive—but a very concrete part 
of Hartford City Papers. 


“How do you consistently put quality into your 
papers’ —we are asked. Endless research and ex- 
periment contribute new and broader knowledge. 
Materials of proven qualities are selected and sub- 
jected to constant test. 


The production of Hartford City Papers is en- 





trusted to workmen who are specialists of long 
experience in paper making. This is the secret of 
Hartford City Quality. 


Specializing in Glassine, plain and embossed; 
Greaseproof and Manifold papers, 121% to 50 
pounds; also Die Cutting. 


Try 
Wy — a 
--RAAARR RARE 





20) WOOLWORTH BLD TFORD CITY. IND PIRST MATL BARK f 
1001 WOOLWORTH BLDG. @ e 616 FIRST NATL BANK BLDG, 





The buying public responds instantly 
to pleasing impressions. 


Daring colors and designs can be made 


pleasing. 


The modern package, daring as it 
may be, creates desire and leads to 


sales. 


The art of creating sales-impelling 
package dressing is one in which this 
organization is particularly skilled. 

On our staff are men of widely va- 
ried, specialized selling experience... 


(OVER) 





they know the markets, the desires of the 
public and how to strike straight to the sales- 
creating influence. 


At our command are many of the best 
artists in America, original, experienced, alert 
for every new artistic expression. Our litho- 
graphers are not to be surpassed anywhere. 


We welcome the opportunity to advance 
the sales possibilities of any article that is 
sold in packages and apply to that end the 
skill and knowledge of our whole organi- 
zation. 


May we serve you? 


THEO. A. SCHMIDT LITHO CO. 
1050 Fullerton Ave. Chicago, IIL. 
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PACKAGERS and PRINTERS prefer 


PAPERGLAS 


because it is Greaseprool- and Grease- 
less --- Strong and Economical! 
Moistureproof and Transparent 


Ht makes a snappy sales presentation. putting 
your goods in the best light. whether they are 
printed matter or a boxed or enveloped product 
Many Exclusive ...Paperglas takes ink well.can be gummed | 
Desidns edsily.and is furnished in sheets or rolls. plain Weights 

ol embossed.in sixteen beautilul designs. 
It will pay you to write for samples.‘The the Gee le 
price and product will tell you whu.. Fackeete a Ms 
Pity oe ok 

oe 


oe 


_* 
WESTFIELD RIVER PAPER CO. Inc. 
RUSSELL, MASS 























Easily a EE TT Easily 
Gaulalsarcre PaananacKe 





For Window mae ca a “a rola prexeye 
Envelopes eS eee )=—«(Vrappers 


For Booklet aaa le % For Illustration | For Packa de 
Covers te 75 Covers \Vrapper's 








= 








PAPERGL 





Modern Packaging 














Off it goes! 


IGH-PRESSURE merchandising in effect today de- 

mands that your packaging costs be cut to the 
irreducible minimum—are you sure that you have arrived 
at that point? 


PETERS PACKAGING MACHINERY is trimming costs 
down and returning 30-100% on the original investment 
for many organizations who thought the bottom on pack- 
aging costs had been reached. 


Investigate today how PETERS equipment will assist you in 
meeting the new high-pressure competition. a, 


a 


CARTON-FORMERS and LINERS; FOLDING, CLOSING, 
WRAPPING and SEALING MACHINES 








PETERS MACHINERY COMPANY 
GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 
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BOX 
POWER 


The main reason for box or package coverings 
is to create sales; sales of boxes for box-makers 
and merchandise for consumers of boxes. 





Specialty Papers by Dejonge give more than 
mere appearance to boxes; more than beautiful 
colors and unique designs. They give BOX 
POWER .. . . attention compelling selling 
power! 


Send in the coupon below for the latest Dejonge 
sample book showing Specialty Papers by 
Dejonge which assure BOX POWER. 


NEW YORK (eR) CHICAGO 


PHILADELPHIA 


LOUIS DEJONGE & CO. 


COUPON aaa) 


Louis De and Com Dept. C., 
69 = thstiner ang ita P Tear out this page 
New York City. and file it with 


Kindly send me sample book number 224. what other informa- 
tion you have relat- 


Name WWE a ee ae Pe eee oe ee ee eS a er! ee ing to Specialty 
Street Sapte Papers by Dejonge 
that give power to 
boxes. 
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JOHNSON GREATER-CAPACITY Combination Bottom Sealer 


and Carton Feeder 


75 Bottom-Sealed Packages per Minute Plus Proved Savings in Carton Costs 


CARTON FEEDER AND 
BOrtEO™mM SEALER 
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. ) 75 PER MINUEE 
| | TOP PRODUCTION 


& 
arn JOHNSON GREATER-CAPACITY Combination Bottom Sealer and Carton Feeder, handling cartons in 
the flat form before the side seams are glued, automatically feeds, glues the side seam and bottom seals 
75 cartons per minute. 
The method of registering the carton for gluing the side seam insures an absolute square and sift-proof seal at both 
top and bottom. 
In addition to the economy secured by elimination of operators, savings of from 15¢ to 30¢ per thousand cartons 
(depending upon carton size) are made possible by using cartons in the flat form, before side seams are glued. 
This machine is one of the units in the new JOHNSON GREATER-CAPACITY Line of Automatic Packaging 
Machines. Used with the JOHNSON GREATER-CAPACITY High-Speed Gross Weight Scale and the 
JOHNSON GREATER-CAPACITY Double-Entry Top-Sealing Machine, these new machines will bottom- 
seal, fill, weigh and top-seal your cartons at a speed of 75 to 80 packages per minute. 


















Ask us for detailed information. A JOHNSON Packaging Engineer will be glad to show 
you the application of these machines to your specific packaging job, without obligation. 


JOHNSON AUTOMATIC SEALER CO. 
Battle Creek, Michigan, U. S. A. 
New York City, 30 Church St. Chicago, 228 No. La Salle St. 


JOHNSON MACHINES 


AUTOMATIC PACKAGING BY 


WAX AND GLASSINE WRAPPERS -- NET AND GROSS WEIGHE 
SCALES -- BOTTOM, TOP SEALING AND LINING MACHINES 


















Modern Packaging 





THE ILLUSTRATION SHOWS A STANDARD SEALING UNIT USED FOR SEALING SOLID FIBRE CASES PACKED WITH RAISINS. 


This Machine has a Capacity of 


700 Cases Per Hour 


and is 100% Automatic 


The loaded cases, with tops and bottoms unsealed, ap- 
proach the Gluer on the conveyor shown in the right of 
the illustration, and are timed into the Sealing Unit 
where adhesive is applied and the flaps are folded in 
proper position, both top and bottom, simultaneously. 


Write our Engineering Department 
if you have a sealing problem 


MAILLER SEARLES, INC. CHICAGO, ILL. 
135 Fremont St. 208 West Washington St. 
San Francisco, Cal. 
JOHN F. WILLARD & SON LONDON, ENGLAND 

335 E. 4th St. Windsor House, 


Los Angeles, Cal. SEALING EQUIPMENT CORPORATION Victoria Street, S. W. I. 
Rawson Street and Queen’s Blvd., LONG ISLAND CITY, N. Y. 











ANNOUNCING 


TIDY BOX PAPERS 


FOR ALL OCCASIONS 


—/—- 


MODERN Packaging must be smart to be 
Mi Lady’s choice. 


In this modern day fancy covered boxes in 
endless shapes and sizes are included in 
every well appointed home. Cabinets and 
boxes for shoes, hats, gloves, handkerchief 
trays, necktie and utility boxes covered with 
gaily TIDY BOX PAPER make ideal gifts for 
the home. 


In today’s smart boudoir the new TIDY 
BOX PAPERS created by master artists to 
harmonize with modern decorative schemes 
unmistakably belong. 


TIDY BOX PAPERS offer you many charm- 
ing designs appropriate for every occasion. 
Mother, Dad, Baby, Kiddies growing up, 
College Boy and Girl, Valentine, Birthdays, 
Card Prizes, Bon Voyage, Futuristic and 
General designs. 


TIDY BOX PAPERS are refreshingly orig- 
inal. Whether you are in search of a brilliant 
design, or simple pattern to complete a 
quiet background, you will find unusual 
and charming designs in this new sample 
TIDY BOX PAPER booklet. 





Twenty-eight full color design 
“aaa id 


this catalogue 








al ara ig 


Nelson (Ompany 


1326 W.WASHINGTON BLVD. 
CHICAGO 
Will be displayed at the 


Statler Hotel, Boston 
March 4th to 9th. 


Adelphi Hotel, Philadelphia 
February 18th to 23rd. 


Palmer House, Chicago 
February 4th to 16th. 
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A highly efficient wax wrapping unit, operating entirely 
without cams, and noiseless in operation. 


Capable of handling many sizes, or one size, with equal 
efficiency at speeds of 55 to 80 per minute. Under 
special construction speeds to 125 per minute are de- 
veloped. 


Model 33 can be handled in any packaging line with 
automatic hook-up. Each package regardless of posi- 
tion upon entering the machine is automatically timed 
to synchronize with the machine’s operation. 


Continuous steady production for the machine—chang- 
ing from size to size as production warrants. (The 
machine can be changed from size to size in five min- 
utes’ time. It is not a matter of adjustability—simply 
a definite exchange in equipment, exactly built for the 
package to be wrapped.) 


Perhaps in your plant the daily total of packages, hand wrapped, 
warrants the installation of an automatic machine (possibly a group 
of your odd sizes), but this total may be the combination of two or 
three, sometimes more, sizes. 


Separately they do not warrant individual wrapping 
machines for each size, but in combination you could 
make a large saving over hand wrapping. 


If so, we have an interesting message for vou. 
For Particulars 


Mail sizes or sample packages with brief description 


TO 
BATTLE CREEK WRAPPING MACHINE COMPANY 


Manufacturers of Custom Built Automatic Wrapping Machines 
BATTLE CREEK, MICHIGAN 





Win the gentle 


Pressure Twist 


of the Human Hand 


APEM automatically takes caps from 
C its hopper, and cans, jars or bottles 
of any size or shape from a conveyor 
. belt, sorts, feeds and applies caps to any 
tension desired without marring cap or 
container and returns the uniformly 
capped containers to the conveyor. 


By an ingenious action that duplicates the 
pushing, twisting movement of hand-capping, 
Capem puts on and tightens the caps with an 
always-even, uniform tension. The downward 
thrust seats the cap liner on the neck of the 
container; the twist holds this seal. There is 
no chance for air to get in or for the contents 
to leak out. Deterioration and spoilage of 
product are avoided. 


> A P E M 


HMC-14 


Modern Packaging 


Auplics 120 eaps 
a minute 


Capem has an output up to 120 uni- 
formly perfect cappings a minute. It will cut 
down your manufacturing costs by elimin- 
ating hand labor. Send us a sample of your 
container and a brief outline of your require- 
ments. At no obligation, we will show you 
how this faster and better capping will save 
the labor of three to six operators. Put your 
problem up to Capem. 


CAPEM MACHINERY CORP. 
1400 West Avenue, Buffalo, N. Y. 


London Representative, C. S. duMont, 
Windsor House, Victoria Street, London, England 
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6/ saved on 


| Packing Costs - -- 


Remarkable savings being made by Machine Bundling 
on cost of packing in Cardboard Cartons 


B’ DISCARDING expensive cardboard 
cartons and bundling packages by 
_ machine, thousands of dollars are be- 

ing saved by such concerns as Bristol- 


Myers (Ipana Tooth Paste), Lorillard 


Tobacco Co., Norwich Pharmacal Co. | 


(Unguentine), the Royal Baking Pow- 
der Company, the Forhan Co., etc. 


Ipana Costs cut 46% 


When the first bundling machine was 
installed in the Bristol-Myers plant to 
wrap Ipana Tooth Paste, a survey of its 
performance made by the A.C. Nielsen 
Company, Engineers, showed a reduction 
of 46% in packing costs, and that if run 
to capacity, one machine would save a 
total of $14,970 annually! As a result of 
this, Bristol-Myers Company ordered 3 
more of our machines. 

Equally remarkable savings have been 
made in many other plants. 

The largest saving, of course, is in ma- 
terials. In place of expensive cardboard 
containers, you use strong, inexpensive 
wrapper-paper and end-seals. 

And instead of having toemploy numbers 
of hand packers, you need only one oper- 
ator for the machine. The cartons are fed 
to the bundling machine automatically from 
the cartoning machines. Working at full 


ae \ 
—_— 


The packages may be bundled 
in dozen or half-dozen lots 


PX OA LOAN C3 DEAS DAN GF | 
Over LI0 Million Fac. 


speed, one bundling machine will take care 
of the output of two cartoning machines. 

There is also a reduction in shipping 
weight—the wrapper-paper is so much 
lighter than the cardboard container— 
resulting in lower transportation charges. 

Machine bundling enables a manufac- 
turer to economically pack dozen and 
half-dozen lots. Investigations show that 
in many lines dealers favor these small- 
unit purchases—especially chain stores. 


Suitable for Many Products 


Machine building is suitable for many 
products—tooth paste, shaving cream, 
gelatine, tea, tobacco, cigarettes, toilet 
goods, etc. 


Send us your Product— Get costs 


Send us a dozen of your packages, so that 
we may show you how our machine would 
bundle them; we will also give you cost 
figures to comparewith your present costs. 

Write also for copies of the Nielsen Cer- 
tified Surveys made in the Ipana Tooth 
Paste and Unguentine plants. These sur- 
veys show in detail the savings made by 
machine bundling. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


New York: + + 30 Church Street 
Chicago: 111 W. Washington Street 
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OMPANY 


tages per day are wrapped on our Machines 











nother effective and successful 
novelty case used to 


stimulate and increase sales — 


Cigarettes — Benson & Hevces 
Workmanship — Arrow Mere. Co. 
(Covering Material— Genuine Kerator 


A beautiful red shade embossed in Tortoise Shell design. 
You have seen these cases everywhere this season. 


Illustration by courtesy of 
Benson & Hedges, and 
Arrow Manufacturing Company 


Genuine Keratol is made only by 


THE KERATOL COMPANY 


SouTH AND VAN Buren Sts., 
Newark, N. J. 


~ Write for Samples ~ 

















HE gay, restless colors of 


oriental splendor and the 
gold of all nations combine to 
make Collins distinctive ORIEN- 
TAL Box Paper, Series No. 36. 


With a dominating color motif 
in either Blue, Green, or Red, 
ORIENTAL brings to box design- 
ers a bizarre but modern paper 
which is a worthy companion 
series to FLASHLIGHT, No. 71, 
YUKON GOLD, KLONDIKE 
GOLD, GOLD PRINTS, SILVER- 
ETTE, and the FUTURIST Series. 


Sample sheets sent promptly 
on request—and if you have not 
already requested the complete 
box of Collins Sample Books, 
ask for it. 


A. M. COLLINS MFG. CO. 
1518 Wainut Street Philadelphia 
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What Happens to Your Product 


at the Point of Sale? 


[Ss it your product for which the merchant must look 
beneath the counter or go into the storeroom ? 


Does your product or your competitor’s stand well dis- 
played on the show-case, ready for the customer to pur- 
chase without having to ask, ‘‘Do you have it?”’ 


Point of sale advertising on display containers presents 
a timely tie-up with your entire campaign, picks off the 
customer when he is in the buying frame of mind and 
hands him your product. 


Properly designed display containers will sell marketable 
goods. Ask to have one of our experienced display con- 
tainer merchandisers call. 


Rochester Folding Box Co. 


Lithographers 


Main Office and Plant: 


Philadelphia Office 


New York Office 
280 Madison Avenue Rochester ’ New York 328 Chestnut Street 
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- pcos in quality has been the policy of 
AMERICAN COATING MILLS since its 


inception and our customers have justified 


our course. 


Our rapidly increasing production and the 
absorption of this increase by our customers 
proves that quality is put into AMERICAN 
CLAY COATED BOX BOARD for Cartons 
and Display Containers. 


American Coating Mills 
Elkhart, Indiana 


Chicago Sales Office 


Eastern Sales Office 
2033 Builders Bldg. 


501 Fifth Avenue, New York City 


AMERICAN CLAY COATED BOX BOARD 























Courtesy of 
The National Biscuit. Co. 


Shortening and essential oils have a decided tendency to penetrate both carton 
and wrapper. To protect the appearance of your package it is necessary to line 
the carton with an absolutely grease-proof paper. Then too, a grease-proof 
paper with a golden brown color and shining spotlessness will add to 
the appearance of your product when the package is opened. 


Riegel’s Amber Carton Lining is used and approved by many 
leading bakeries throughout the country, 


CELOWAX, another Riegel Paper, is anew development in outside 
carton wrappers. Moisture-proof, it will preserve and protect 
both carton and product. Transparent, the advertising value of 
your carefully designed package is preserved and enhanced. 


RIEGELS yz WAXED. 


GLASS S33 00atu 
MADE BY 


THE WARREN MANUFACTURING COMPANY 


ie ; 342 MADISON AVENUE 
New York City 


Sample sheets or rolls for experimentation gladly supplied. Write for full particulars. 








New MODERN 
Box Coverings and Wrappings 


Tuttle facilities and resources have been extended to 
produce a new line of striking, modern box coverings. 


Gay—colorful—modernistic in design—created by 

some of the foremost artists in America and 
Europe. Exquisitely printed in from one to 
five shades of water color and metallic inks, 

they parallel the more expensive imported 
papers in every way except price. 


Your product presented in a Tuttle paper 
will have added attractiveness and appeal. 


Write for further information. 


Box makers: Send for samples of Tuttle 
coverings and details on our creative 
service. 


aeTufile ess Co. 
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® the last few months we have their semi-automatic machinery 





designed and built efficient me- to greater efficiency by making it 





chanical man power (machines) to completely automatic. Our work 





do work formerly done by slow, as production experts has includ- 





expensive hand labor in many of 


ed the solution of widely varying 





the leading manufacturing plants types of production difficulties in 





of the country. practically all industries. 





In the last few months a num- The work we have done in these 






ber of manufacturers have in- plants is actually saving thousands 





of dollars... In some cases, it has 
resulted in a better finished prod- 


uct and in a number of cases, the 


creased their percentage of profit, 





lowered their percentage of waste 





or improved the finished appear- 






ance of their product through & improved machinery and methods 


better production resulting from we have installed has placed the 
the work of Special Production M ACHINE manufacturer far ahead of com- 





Machines, Inc. For a number of petition. 


them, we have designed and cre- Can do Your plant has production weak- 
ated machines that they have long P nesses that we can eliminate or im- 
needed but have never been able it f prove. Send for a booklet describ- 
to buy. In some plants our work e ing the services of Special Produc-. 


has been to speed existing ma- © tion Machines, how it operates and. 


chinery . . . in others to re-design MW — / how it is serving manufacturers. . 
PRODUCTION MACHINES 


I Division of PNEUMATIC SCALE CORPORATION , LIMITED 


For over thirty-five years Pneumatic Scale Corporation, Limited, has manufactured auto- 
matic labor-saving machinery for many of the world’s largest producers of merchandise. 









Modern Packaging 


Daggett & Ramsdell, producers of Per- 
fect Cold Cream, have occupied a place 
of leadership close to two score years. 
Modern ideas are evident in every pack- 
age of this concern and in their produc- 
tion and packaging operations. 


Photograph shows World Labeiers in operation in the 
Daggett & Ramsdell plant in New York. 


Economic Machinery Company 
Worcester, Massachusetts, U.S. A. 





World Labeler 
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ROWELL PAPER BOXES 


DISTINCTION FOR YOUR BOXES 


oe today demands new modes 

of expression to keep your products on 
the crest of popularity achieved by your 
allegiance to quality. 


The ROWELL organization is prepared to 
create a wrap and container for you that will 
express the quality of your product and the 
personality of your organization. 


The top and side bands on the reverse side of this insert are 
typical examples of Rowell design and workmanship. Cut 
them out and apply on your own box for effect. 


E. N. Rowell Co., Inc. 


Batavia, N. Y. 


Stamped with PAPER by 
BRIGHTEN ROLL Louis De Jonge & Co. Service Department 
LEAF Modern Packaging 
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A DISCOVERY 


Boxes produced from ROYAL SATIN BOARD are the 
finest that can be made. 


This statement is born out of the fact that a great many of the best manufacturers 
producing high-grade TOILET, PERFUME, JEWELRY, STATIONERY, SILVER- 
WARE BOXES and KINDRED LINES are using ROYAL SATIN exclusively. 
Without exception, they are more than satisfied with ROYAL SATIN BOARD. 


Their object is to give you the best material as well as workmanship. 

Fine designs and expensive papers do not necessarily result in a beautiful box. 
The Board is of PRIMARY IMPORTANCE. 

The Board alone gives your box that neat, clean-cut, solid appearance that attracts 


the eye. 
Compare a ROYAL SATIN sample with what you are receiving; it will stand 
every test and comparison because it is the best that can be produced. 


ROYAL SATIN IS A DISTINCTIVE BOX BOARD 


“Insert Stamped with Peerless Leaf” 


THE BUTTERFIELD-BARRY COMPANY 


Sole Producers 
174 Hudson St. New York 





Modern Packaging 


Dissatisfied with Production? 


Re-make your busi- 
ness with the accuracy 
and speed of Ferguson 


Packaging Machinery 


Popes Costas Sealing Machine ictus Automatic 
Carton Feed oad Net Weight Scales 


No amount of first class hand-packaging can 
make a business today keep pace with the 
production it needs for modern profits. 
Modern production methods are based on 
mechanical packaging. 


Ferguson Packaging Machinery has shown 
famous manufacturers such profits as they had 
dreamed of. Accuracy of the Ferguson Auto- 
matic Scales alone, in use on the Carton Seal- 
ing Machine, is saving many concerns thou- 
sands of dollars a year. 


4 FERGUSON i 
PRODUCTS 
Besides, Ferguson machines affect great 


CARTON SEALING savings in labor and in floor space, thereby 


MACHINES | d ‘ ll 
AUTOMATIC SCALES lowering production costs as well as improv- 
AND FILLERS ing carton appearance. 

CARTON FORMING 
MACHINES 
AUTOMATIC CASE 
PACKERS 
CONTAINER SEAL- It is better business to pack 
ING MACHINES with Ferguson Machiner 
SALT CAN FILLING 8 y 
MACHINES 
FERGUSON ROTARY 
SHRINKERS 


SPECIAL MACHIN- 
ERY,DIES,ETC.,ETC. Ask to Consult with a Ferguson Engineer 


3 / |-Lkerouson Om dian 


JOLI ET,- -\ - ILLINOIS 


ST.Louls w YORK Los Ans. ssa 
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The New Improved Non-Cracking Lacquer 
Waterproof Line of Fancy Prints Is One of 
the Outstanding Developments In 
Fancy Papers for 1929 


No Smudging 
No Rubbing of Colors 
Brilliant and Striking Coloring 


This is only one of the features of 


American Beauty 


Papers 
For 1929 


SEND FOR NEW SAMPLE BOOK 


C. R. WHITING CO., Inc. 


281-287 New Jersey Railroad Ave. 
NEWARK, N. J. 
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More Production 
wii ™* AB Electric 


Plas is the new improved vacuum principle 
filler which will enable you to increase volume— 
cut production costs! 
By actual test, it handles 50% more bottles in a given time than any hand- 
operated machine. Place the bottles on the machine, press a button—and 
presto! The bottles are filled perfectly and automatically. The filler head 
raises and lowers—feeds empty bottles and discharges filled bottles with 
the same movement—all accomplished by the one cam operation. That 
great time-waster, the hand lever, is gone forever. The electric motor 
has triumphed again! 


The ‘‘A8”’ Electric is equipped with an automatic overflow return, 
and an automatic belt discharge conveys the filled bottles to the cap- 
ping and corking unit. Leaky, broken or cracked containers are 

automatically eliminated. 


Let us tell you how our engineers can supply a complete U. S. 
Automatic Filling and Capping Unit, at reasonable cost, 
with a definite earning capacity in your plant. Our engi- 
neering staff has pointed this way to More Output, Less 
Labor and Reduced Costs for many of the world’s most 
careful bottlers. You incur no obligation by consulting 
us, and you’re bound to profit by it. Write...today! 


U. S. BOTTLERS MACHINERY CO. 
4015 North Rockwell Street, Chicago 
More Output—Less Labor 
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Open the neck of the bottle 











The Bliss Combination 
Stitching Machine 


Your shipping room must lead 
the pace or your plant cannot 
step up to production. 


Your shipping room is the 
neck of your production bottle 
—the smoother and faster 
your products move thru the 
shipping room, the smaller the 
over-head and larger the 
profits. 


Many manufacturers have in- 
vestigated the relief that Bliss 
Sealing Stitchers offer. 


H. R. BLISS COMPANY, Inc. 


Manufacturers of wire stitching and adhesive sealing machinery for fibre containers of every description 


NIAGARA FALLS, N. Y. 
50 Church St., NEW YORK SAN FRANCISCO, CALIF. 
Transportation Bldg., CHICAGO 









































HE MODERN WOMAN KNOWS 
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what colors are “being worn 


fo help your product catch her admiring 
attention (with pleasing consequences) 
Mica-Mode box coverings have been created. 


With highly. valued assistance from recog- 
nized style authorities, Middlesex has_ pro- 
iced nine authentic new colors in Mica- 
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Sample sheets are ready for mailing 
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DUPLEX LABELER 


from Bromo-Seltzer Installation 
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demand for mass 


MEETING AGAIN the 
production by labeling 2 for 1 without in- 
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creasing the machine speed = greater profit 






with economy of floor space. 
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y Filler and Capper and DUPLEX LABELER= 
‘ 335 gross per day. 






For further information write— 
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modern packaging 
| 7” OE, 


ESTERDAY’S can may be handicapping your sales 
in to-day’s competitive markets. 





Now, more than ever before, the impression your 
container creates “at point of sale” is vital. 

If your package reflects good taste in design and 
utility value, prospects infer the product inside is of 
equal merit and a sale results. 
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Modern packaging with “Containers by Continental” 
will pay you well in increased sales. We welcome the 
opportunity to demonstrate what we have done for 
others and what we can do for you. 


CONTINENTAL CAN COMPANY, INC. 


COAST TO COAST 
NEW YORK: 100 East 42nd St. CHICAGO: 111 W. Washington St. 
20 Plants and 18 Sales Offices in Principal Cities 


- CONTAINERS BY CONTINENTAL - 
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The Artistic Trend of Today 


The Necessity of an Understanding of the New Influence in Decorative Art as Applied to 
Present-Day Business Conditions 


ROM time immemorial the 

subject of art has been one 

around which controversy and 
discussion have centered. Volumes 
have been written on the subject 
and years have been spent in dis- 
cussion of relative interpretations 
without arriving at a definition 
acceptable to the majority. More 
than likely this controversy will con- 
tinue until the end of time. The 
average business man approaches 
the subject with great temerity. 
The very word ‘‘Art”’ fills him with 
awe and the page on which it ap- 
pears is quickly turned—yet today 
there is greater need than ever for an 
understanding of art, particularly as 
it is applied in a decorative sense, 
and its application to every-day 
business problems. 

Undoubtedly the most elemental 
interpretation of art in all its phases, 
omitting all consideration of methods, 
schools, etc., is that it is nothing 
more than an expression of an emo- 
tion or a reflection of the mental 
culture of the period during which it 
is developed. 

Periods of varying artistic inter- 
pretations are divided in a manner 
similar to and closely following his- 
torical periods. From earliest an- 
tiquity artistic efforts have merely 
mirrored the cultural development of 
the race. Chinese culture of thou- 
sands of years ago was reflected in 
artistic expression with such clarity 


that today, with the additional con- 
firmation obtained through manu- 
scripts and historical data, a clear, 
concise picture of the emotional 
character of the race at that time is 
presented tous. The same is true of 
other ancient civilizations. 

The worship of physical and men- 
tal perfection by the Greeks and 
Romans is clearly demonstrated by 
those fragments of sculpture and 
architecture in existence today. 
Medieval Italy, with its religious 
fervor and lavish standards of daily 
life, expended enormous sums on 
paintings and other forms of decora- 
tive arts. In a like manner the 
intellectual histories of France and 


Spain can be followed by studying. 
the art of these two countries. 


Eras of economic progress or de- 
cline, intellectual growth or deca- 
dence, religious enthusiasm or apathy 
are reflected in the decorative art of 
each period. 

Evolution and recognition of a 
new trend in art has always been 
accomplished slowly and attended 
by many difficulties. This can be 
readily understood when the many 
contributing factors are considered. 
Economic conditions, commercial ac- 
tivities and developments, educa- 
tional advancement, all play im- 
portant roles in the production of a 
new form of decorative art. The 
social and economic changes in the 
past half-century have been over- 


whelming in magnitude. The rapid 
strides made in discovery and in- 
vention, the world-wide advance in 
education, the destruction of social 
and national barriers have all had 
their part in the development of a 
new trend in art. 


URING the past fifty years there 

has been a complete change in 
the mode of living. The movement 
toward the grouping of a large per- 
centage of the civilized population 
into large cities; the increasing sub- 
stitution of machinery for human 
labor and the gradual establish- 
ment of a firm financial system 
have all contributed to the growth 
of a new form of decorative art. 


’ Probably nothing has been more 


influential in developing this new 
form of expression than the general 
speeding up of the tempo of life 
during this period. Employment of 
mechanical devices in all fields has 
resulted in a change from the leisurely 
mode of living to the ‘“‘quick-step”’ 
tempo of life today. 

Interpretation of the spirit and 
intellectual development of this age 
is being accomplished slowly. Early 
attempts were crude and, in many in- 
stances, ludicrous but out of these 
efforts is being born a really inter- 
pretive art. No one country can 
claim honor for the discovery. With 
the breaking down of national bar- 
riers and the abolition of distance 
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the world is becoming smaller and 
developing a oneness unlike any 
previous era. Each nation is con- 
tributing a part and the new artistic 
forms will be international in char- 
acter. 

Even the most enthusiastic ex- 
ponents of the new school of art do 
not claim that this development has 
reached its ultimate form. It is 
still young, still fumbling toward 
a perfect interpretation of the spirit 
of this age. As developments of 
culture and education progress so 
will the ability of the decorative arts 
to interpret these changes. 


HE art of today is clean and con- 

cisive in line, doing away with 
useless, unnecessary lines and forms. 
It achieves restfulness by means 
of simple forms, omitting all com- 
plications of artistic tricks or 
methods. Probably its most start- 
ling characteristic is its ability to 
suggest motion. It possesses not 
only virility and spontaneity but 
action as well. In this it clearly 
interprets the spirit of this era. 

This new art is developed in 
straight unbroken lines and forms, 
creating in the mind of the beholder a 
sense not only of action but of dy- 
namic force. Triangles and straight 
lines are employed to suggest speed 
and motion; keeping in mind the out- 
standing characteristic of this age. 
Unbroken curves, devoid of clutter- 
ing decorations, add symmetry and 
balance. 

It differs from other periods of 
artistic development in that the 
artist is free to express his own 
personality. He is no longer ham- 
pered by guild tradition, the necessity 
of conforming to the whims of royalty 
or the vagaries of his patrons. The 
artist himself, a product of this new 
era and part of it, possessing the 
characteristics of his fellowmen plus 
the art of self-expression, is free to in- 
terpret his own spirit—the spirit of 
this generation. At last he has 
reached the ideal state of artistic ex- 
pression where 
“.... each for the joy of the working, 

and each in his separate star 

Shall draw the Thing as he sees It for 

the God of Things as They Are!” 
With the knowledge of the results 


of scientific experiments in color in- 
terpretation the artist of today knows 
in advance and without experimenta- 
tion on his part the effect his colors 
will produce. In employing art in 
any business field he knows the 
colors that may be used to accom- 
plish his purpose. Color is no longer 
an abstract, vague medium, but a 
strong weapon to be used to produce 
results. 

The new buildings are not merely 
stationary piles of masonry and steel, 
but vibrant, alive expressions of the 
minds that conceived them.  Al- 
though restrained by community laws 
and the necessity of securing the 
maximum floor space in spite of the 
dearth of ground space, the architect 
of today has developed an entirely 
new style of architecture. Knowl- 
edge of the need of sunshine and light, 
of proper working and living condi- 
tions, of the necessity of considering 
the recent advancements in labor- 
saving devices and many other in- 
fluences have all aided in the develop- 
ment of this style. The results in the 
best examples of this art are gratify- 
ingly sound in interpretation and de- 
velopment. 


 ghheepon decorations and fur- 
niture have been developed to meet 
the requirements of the needs of 
this period. Usefulness, space re- 
strictions, economy and durability 
have been considered and the finished 


product accomplishes its purpose 
without sacrificing beauty. 

New inventions and developments 
in machinery have called upon the 
artist to combine art with practica- 
bility. Radios, victrolas, even 
kitchen stoves, have been designed 
and decorated to match the present 
style of interior decoration. Auto- 
mobiles, airplanes and other machines 
have been developed in the same style. 

Differing from older schools of art, 
this new form enters into every phase 
of life today. It is no longer an ab- 
stract, detached, reverenced element, 
but a constant, integral part of every- 
day life. All activities, either in 
business or social life, are surrounded 
by it and the recognition and under- 
standing of this new decorative art 
has become an every-day necessity. 

The necessity of keeping in step 


Modern Packaging 


with the new trend cannot be over- 
emphasized. Competition in busi- 
ness demands an alertness in all 
matters that may influence sales. 
If the business man will but under- 
stand that the present-day art is in a 
transient state, he will realize the 
every-day necessity of observing all its 
new developments. Emerging from 
a fog of uncertainty and vagueness 
is a new form of decoration that 
mirrors with accurate vividness and 
clarity the intellectual development 
of the race today. 


N the industries dependent upon 

packages for aid in merchandising 
products this new trend is of vital 
importance. A package of fifty years 
ago would be an oddity in a present- 
day environment. If merchandise is 
to appeal to the spirit and needs of 
this generation, it must be presented 
in a form that will be understood. 
This can only be accomplished by a 
constant watchfulness on the part 
of the manufacturer for new develop- 
ments in this field. As each new 
development occurs the changes must 
be made. It is no longer possible 
to design a package that will accom- 
plish its object over a long period of 
time. Only by employing the most 
recent and advanced mediums can a 
manufacturer hope to obtain full 
package value. 

One of the greatest aids in creating 
a package is the employment of the 
new designs in decorative papers. 
Manufacturers of these papers are 
employing the most prominent artists 
to design their papers. Patterns 
that seemed new and startling six 
months ago are no longer truly in- 
terpretive and have been discarded. 
New and more accurately represen- 
tative designs are being brought out 
constantly and it is necessary to be 
on the alert for all these changes. 

Numerous manufacturers have 
proved that packages in keeping with 
the spirit of the times will greatly in- 
crease sales of their merchandise. In 
no other field than this is there greater 
need of an understanding of the real 
meaning of the new trend in decora- 
tive art if the manufacturer is looking 
forward to increased sales and the 
maintenance of a steady growth in the 
volume of his business. 
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The Robot Sells Packaged Goods 


The Advent of the Automatic Salesman Necessitates a Careful Consideration of the Packages 
to Be Sold by This Method 


By RAYMOND E. SCHENK 


Consolidated Automatic Merchandising Corp. 


UR present high standard of 
O civilization has been at- 
tributed to many things. ‘The 
statesman interprets our life of to- 
day with all its conveniences, free- 
dom of the individual and high level 
of human comfort to the state of 
democracy. ‘The scientist sees the 
development of chemical and 
physical laws as the underlying 
reason. The engineer points 
with pride to the growth of the 
machine and its substitution 
of the human hand and brain. 
But none of these have formu- 
lated the simplest and most 
fundamental reason, the factor 
that touches the most people 
in the primary functions of 
their daily lives—the factor of 
the merchandise package, 
which has contributed so 
much to human welfare. 
Consider the evolution of 
merchandising. In the early 
days of this country a general 
store focused the social, politi- 
cal and practical affairs of the 
community. Here came the 
pioneer and his wife to buy 
products that their farms or 
artifice could not supply. 
Coffee, sugar, flour—all 
staples—ranged themselves in 
the general store in barrels or 
sacks. The merchant or his 
clerk doled out the customer's 
requirements with a scoop and 
after weighing, sometimes with 
the gentle but profitably added 
weight of his hand, he poured the 
contents into a cone-shaped bag made 
but a moment previous by rolling a 
sheet of coarse wrapping paper. 
Time in those days was hardly a 
factor. ‘Turnover and overhead were 
not classified and understood as every 


merchant knows them today. Be- 
hind the counter at some ridicu- 
lously small wage was, perhaps, a 
potential Rosenwald, Wanamaker, 
Bohack or Reeves who, in his spare 
time, rolled up a supply of these 
crude bags, pasted or pinned them for 
security, and placed them handy for 
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the Saturday night rush. Born, the 
paper bag! 

Somewhere in another pioneer store 
a merchant, knowing that some of his 
customers purchased regularly defi- 
nite amounts of certain products, 
weighed and filled his crude bags 


with these products and labeled their 
contents, indicating the weight in 
each package. Thus prepared and 
ready for removal, his customers’ 
time would be saved. Born here, 
the package idea—the greatest single 
factor in the advance of merchandis- 
ing. 
ERHAPS this same mer- 
chant had a competitor in 
town. Knowing that the 
quality of his merchandise was 
superior to that of his com- 
petitor he labeled these pack- 
ages with his name, so that 
after the acid test of home use, 
his customers could be in no 
doubt as to the source of 
the better merchandise. In 
this action the private re- 
tailer or label brand first saw 
the light of day. 

Quick to sense sales possi- 
bilities in packaged goods, the 
largest farmer in the neighbor- 
hood caught the branding 
idea and, following the same 
plan, packaged and labeled 
his preserves, honey, butter or 
other products, in the most 
convenient and acceptable 
form. From this beginning 
the growth of the nationally 
sold packaged brand was in- 
evitable. The idea spread 
rapidly to other types of mer- 
chandise until today we find 
raw materials packaged and 


Simplicity of construction insures ease im refilling and jabeled, thus preserving their 
, 


identity. 

Volume sales based on convenience 
and service to the customer are the 
underlying motives behind this de- 
velopment. In the mind of the 
consumer, the branded package to- 
day stands for uniform content 
weight, uniform content quality, 
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The Robots relieve salesmen of automatic sales 


known price, and a sense of security 
that the merchandise will give satis- 
faction made doubly sure by Federal 
laws. Printed pictures of the con- 
tents appear on colorful package 
labels. Glass containers, gleaming 
and transparent, attract sales through 
the eye—making packaged merchan- 
dise not only convenient but attrac- 
tive. 

Parallel to the growing convenience 
of the package, the location and 
arrangement of the store itself has 
been adapted to the needs of the 
customer. From the time of the 
country store, often in isolated loca- 
tions, we have come today to the 
modern store right on the corner and, 
in some cases, brought right to our 
door on wheels. 

To this convenience of location 
has been added the convenience of 
broad distribution. The drug store 
now sells many items other than 
drugs. The grocery store sells ciga- 
rettes. The department store carries 
nearly everything for which there is a 
pronounced demand. The store as an 
economic factor has adjusted itself to 
the convenience of the buying public. 

And now comes the newest factor— 
mechanical retailing—an economic 
necessity created by the development 
of mass production and the mass de- 
sire for packaged goods, for which 
advertising is mainly responsible. 
With all of the increasing facilities 
for speeding up distribution, the 
limitations of human selling are 
clogging the flow of merchandise at 
the point of purchase. 


HE Robot 
—talking 
automatic 
salesman—is 
the latest de- 
velopment to 
aid in bringing 
about more 
convenient and 
rapid distribu- 
tion of pack- 
aged products. 
With the Robot 
salesman that 
makes change, 
delivers the 
package and 
says, “Thank 
you,” and also 
the advertising slogan of the product, 
packaged merchandise selling  in- 
augurates a new era in retailing. 
The identity of the package, and the 
established demand for it, becomes 
the strongest link between the manu- 
facturer and the purchaser at the 
point of sale. 

This amazing Robot salesman 
made his debut in the United Cigar 
Store, 33rd Street and Broadway, 
New York City. Fifteen selling units 
and three change-making devices are 
installed along an unused wall, dis- 
pensing popular brands of cigarettes 
at the average rate of 773 transactions 
daily. 

The reasons underlying the installa- 
tion of these Robot salesmen in the 
United Cigar Store show emphati- 
cally how important a factor the 
package is in 
today’s mer- 
chandising. 
By analysis the 
United Cigar 
Stores Com- 
pany found 
that sixty per 
cent of its sales 
were automatic 
and repetitive. 
In other words, 
sixty per cent 
of the custo- 
mers ask for a 
favorite brand, 
the salesman 
hands out the 
package, puts 
the money in 
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the cash register, and the transac- 
tion is completed. No real salesman- 
ship required. The United Cigar 
Stores Company decided it would be 
better to have such sales made 
mechanically and thus give their 
sales persons an opportunity to 
benefit from selling merchandise that 
demands real salesmanship. 

Other chain stores are planning 
installations of Robots—one chain 
having ordered twenty-five selling 
units for each of its stores. This 
equipment will be devoted entirely 
to the sale of grocery products in 
ten-cent packages, and each Robot 
will have a special display feature 
so that the purchaser may see the 
package before they deposit their 
coins. Many leading department 
stores in all parts of the country are 
soon to be equipped with these 
automatic retailers to sell cigarettes, 
confections and hundreds of con- 
venience articles. Industrial plants 
are also finding that the Robot 
solves the problem of economical 
selling of food products and confec- 
tions to their employees. 

The original slot machines, of which 
the Robot is a perfected develop- 
ment, are already definitely en- 
trenched in the merchandising of 
packaged products. At present they 
are to be found all over the country 
selling chewing gum, tooth paste 
and tooth brushes, shaving creams, 
combs, chocolates, perfume sprays, 
towels and numerous other items. 
Some 30,000 mechanical salesmen 


Change-making machines provide proper coins for the Robots 








February, 1929 


have for years been selling more than 
10,000,000 postage stamps every 
month. One cigarette and cigar 
store chain did $350,000 worth of 
business in one year selling one-cent 
boxes of matches by means of me- 
chanical salesmen. 


HESE varieties of packaged prod- 
ucts and their volume sold through 
automatic means gives a pre- 
diction as to the possibility 
of the Robot salesman as a 
new selling force for the pack- 
aged product. As Dr. Glenn 
Frank, President of the Uni- 
versity of Wisconsin, recently 
stated, “In the thoroughly 
efficient store of the future all 
standardized, well-known and 
commonly used packaged 
products will be sold through 
machines, and human ingenu- 
ity will be used only when 
salesmanship is really needed.” 
The mechanical Robot sales- 
man means wider distribution 
for the packaged product. 
The added convenience, not 
only in the time saved in ac- 
tually buying the product, 
but the time saved in reaching 
a place to buy the product, 
will mean an increase of sales, 
because through automatic 
retailing thousands of new 
sales outlets will be created. 
The smoker may still want to 
“walk a mile’ for his Camel. But 
with the Robot nearby he can buy 
a pack on his way and smoke three or 
four cigarettes before he finished his 
mile. Before long he may be able 
to buy his smokes in a men’s fur- 
nishing store. Ladies will find ciga- 
rettes in the rest rooms of depart- 
ment stores. Patrons of the misses 
wearing apparel sections of depart- 
ment stores will be able to buy cos- 
metics on the spot without going 
to the toilet goods department. The 
principle of related sales, which has 
already been carried out to a great 
extent in department stores, can 
now be applied in almost all retail 
stores, thus broadening the distribu- 
tion and increasing the sale of well- 
known packaged products. 
Robot salesmen are 
manufactured in several standard 


now being 
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sizes which will sell a wide assort- 
ment of packaged goods. Develop- 
ments under way will result in an 
even greater flexibility so that there 
will be few producers of packaged 
goods who cannot take advantage of 
this modern method of accelerating 
sales. It is also inevitable that 
much merchandise now sold in bulk, 
or unbranded, will find its way into 
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The Robot delivers the advertising message with the package 


packaged form and be sold by Robots. 

This new era of automatic re- 
tailing is of such significance that 
from now on all newly created pack- 
ages should be planned only after 
a full understanding of the possibili- 
ties of mechanical selling, and with 
the assurance that the new package 
will be of proper size to fit into one 
of the many automatic merchandisers 
that will soon be available. 


T IS safe to predict that in the 

near future a large percentage of 
trademarked packaged products will 
be sold by machines. Ingenuity will 
develop machines capable of handling 
many types of products now retailed 
by means of personal salesmanship. 
Nationally advertised products be- 
come so well known to the consumer 
that salesmanship is not necessary 
in order to maintain sales. 


Special Machinery 
Requirements 


HILE in a great majority of 

instances packers of either dry 
or liquid goods can readily obtain 
machines of standard design for 
their every purpose, ever so often a 
problem arises in the production plant 
which requires equipment of a special 
character. 

Perhaps the manufacturing 
process is something radically 
new for which standard equip- 
ment has never been devised. 
Even where manufacturing and 
packaging processes are stand- 
ardized, according to modern- 
day practice, there may be 
some one spot which causes 
grave concern by reason of its 
being slower than its corre- 
lated processes, so slow that 
the speed of the entire process 
is slackened. These slow or 
dead spots are an aggravation 
in any packaging plant and 
means should be taken to elim- 
inate the aggravation as 
quickly as possible. 

This can be done by employ- 
ing specialists in mechanical 
problems of whom there are 
several. 

The usual method of pro- 
cedure with houses of this kind 
is to lease their engineering 
and manufacturing facilities at hourly 
rates to those wishing special equip- 
ment designed and manufactured. 

Care should be taken to select a 
firm for the purpose whose reputation 
is of the highest, and to avoid the 
many so-called mechanical geniuses 
who are always willing to build 
special equipment to be financed by 
the packer. Most of these 
chanical geniuses are adepts in ex- 
pending money and often leave the 
packer with nothing but a mass of 
useless mechanical contrivances 
which get him nowhere. For this 
reason be sure that the house em- 
ployed is one whose background of 
mechanical achievements and whose 
financial standing give some assur- 
ance that a dollar’s worth of success 
will be forthcoming for every dollar 


me- 


expended. 








Fibre and Paper Cans 


By C. T. SIMPSON 


EVER before in the history of 
N business has the package 

played such an important part 
as it does today. ‘The dressing-up of 
merchandise is a big factor to be 
considered before putting any new 
product on the market. Fibre cans 
are now made in such a great variety 
of sizes and closures that they must 
be considered in the packaging of a 
large number of products. 

All fibre, spirally rolled cans are now 
made from one-half inch to seven and 
a half inches in diameter, and there 
is practically no limit to the height; 
you can have any color on the top and 
bottom cap to match the color of the 
label; you can have the can shoul- 
dered at each end so that the top and 
bottom cap will be flush with the 
bodies, and make it simple for label- 
ing on automatic machines. Spirally 
wound paper cans are also made in 
a larger variety of walls than ever 
before. You can buy the chip board 
can, both plain and paraffined, for 
the simpler forms of packing; also the 
chipboard can be lined with either 
glassine or parchment paper. Then, 
for the more moisture-proof cans, you 
have the chip board can with asphal- 
tum for a lining. This can, with an 
asphaltum-lined cover and shouldered 
so that the label fits snugly, is a very 
good can for keeping out moisture 
and will compare favorably with the 
better grade of tin cans. Cans made 
of Bedford manila are very attractive 
looking and durable. 

There are, also, paper cans that are 
carried in stock for grocery stores, ice 
cream stores, drug stores and various 
other stores that sell in bulk. This 
type of can has made rapid strides 
in late years and is fast replacing 
wooden plates and ice cream folding 
packages. ‘This type of can is usually 
carried by the paper jobber in the 
following sizes: one-quarter and 
one-half pint, one pint, one quart, and 
half-gallon and gallon. They can 
also be had with printed tops and 
sides, made to order for very little 
extra cost. 


_ type of can that has just 
appeared on the market is an 
aluminum-foil lined can for baking 
powder and is said to have proved a 
success. ‘Tin-foil cans have been on 
the market for some time but the 
aluminum-foil lined can is a new 
thing. 

There has also appeared on the 
market, recently, a new style of can 
for marshmallows. This is a spiral 
can, rolled with an outside ply of 
pure white sulphite and printed in 
colors after rolling. After the marsh- 
mallows are put into the can and the 
caps placed in each end, the com- 
pleted can is given a bath of paraffine. 
The white sulphite board gives a 
beautiful, glossy surface and the 
can is said to keep the marshmallows 
in excellent condition. ‘These last 
two items are the latest development 
in the fibre can industry. 

The bird seed folding box and 
round spiral paper can are being re- 
placed by one well-known bird seed 
concern with a square convolute, 
round-cornered can with a tin top 
and bottom, the top having a metal 
pouring spout. Many manufacturers 
of other products should utilize this 
idea as it is a very successful package. 

The convolute fibre can is taking 
the place of the spiral can by users 
who want a good, strong can and are 
willing to pay more. ‘This type of 
can is made in various shapes, the 
more popular ones being round, 
square with round corners, and oval. 
Five types of walls supply practically 
all the wants of users. These are 
as follows: (1) Plain Chip Board, 
(2) Imitation Bedford Manila, (3) 
Genuine Bedford Manila, (4) Bedford 
and Chip combined with Asphaltum, 
and (5) Glassine Lined Chip Board. 
There are various other kinds of ma- 
terial used but the bulk of the cans 
are made out of one of these five. 
The method of manufacture in the 
winding insures a strong, stiff can as 
the paper gets a good coat of glue 
on one side which is allowed to soak 
into the board for a little time before 
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the paper reaches the winding man- 
drel. ‘The can comes off the winding 
mandrel in a soft condition but after 
drying is very stiff. For packaging 
ordinary products that are dry, the 
chip board is usually satisfactory, but 
for oily products the convolutely 
rolled can of genuine Bedford or 
Glassine lined chip is recommended. 

For a moisture proof can the com- 
bined chip and Bedford with asphal- 
tum is the best. This type can be 
made with various closures but the 
round style is the only one that is 
used with paper ends to any extent. 
On the square, round-cornered can 
it is possible to have a large variety of 
tin closures, among them being the 
following: 

PLAIN SLip Covers: ‘This is just 
an ordinary tin cover that slips over 
the top of the can after the contents 
have been packed. ‘The can is usu- 
ally labeled to keep the cover on. 
The top can be plain or the user’s 
name can be embossed on_ the 
top. 

Friction Top: This closure is very 
popular as the can is filled from the 
top, and the friction plug is forced 
into place after the filling operation. 
A can of this style has the advantage 
of coming to the user already 
labeled. 

CRIMPED-ON Top: This can is 
filled from the bottom. The can 
manufacturer furnishes a crimping 
machine to the user for the purpose of 
crimping on the bottom after the 
can has been filled. 

There are also various types of 
sifter tops that are used very consid- 
erably. These sifter tops can be put 
into either a slip-cover style or a 
crimped-on top. 

For certain products nickeline tops 
are in demand and, although they are 
higher in price than tin ends, they 
make a more attractive appearance, 
especially with a label of good color 
and design. Nickeline top cans are 
closed and opened by just a turn of 
the hand. 

The paper can industry has made a 
great improvement in the last few 
years, and before any product is put 
on the market, the value of packing 
in a paper can should be very seri- 
ously considered. 





Packaging a Water Softener 


First Produced for Free Distribution, a Packaged Product Soon Created Sales Demand That 
Required Installation of Automatic Equipment 


staple commodity built from 
A a product originally designed 
and produced to be used 
only as an advertising gift is, briefly, 
the history and growth of ‘Rexo,” 
a soap powder and water softener 
which at present forms the greater 
portion of the sales of Rex Products 
& Mfg. Cé., Detroit, Michigan. 
When this company came into 
existence in 1920, it was organized 
for the purpose of producing in- 
dustrial and chemical cleaners and 
later became producers of rust re- 
movers, for the cleaning of auto- 
mobile bodies before lacquering and 
painting. During the first few years 
of existence of the Rex Products & 
Mfg. Co., the founders of the business, 
including Robert A. Emmett, present 
president, did considerable selling 
among the manufacturing plants in 
Detroit and the immediate territory. 
They conceived the idea that, instead 
of leaving ordinary business cards 
with the executives of the plant on 
whom they called, it would be 
better to leave some useful article 
catrying the name of the company. 
With this thought in mind, ad- 


By G. E. POWERS 


Secretary, Rex Products & Mfg. Co. 


vertising novelties of almost every 
description were considered without 
finding the exact article which seemed 


The Rexo package 


to answer their purpose. Finally it 
was suggested that the company 
make their own advertising gift, 
and it was decided to produce a 





Method of filling and closing packages before installing 


automatic machines 


laundering and cleaning product for 
household use and, if possible, one 
that would be a decided improvement 
on anything else in the market. 
Expert chemists were put to work 
to analyze every popular soap powder 
and water softener on the market with 
a view of determining just what 
these various products did and how 
they could be improved. Rexo is 
the result of this careful research. 
Rexo was first put out in package 
form to give away to the executives 
of the manufacturing plauts or to 
send two or three packages to the 
homes of the executives on a monthly 
gratis list. In this way Rexo found 
its way into a few homes. The 
amount of this product given away 
as an advertising gift created a 
demand for the product but did not 
supply enough for a month’s use. 
The wives of the executives told 
their friends about Rexo, all of 
which resulted in calls from the 
present users and others from grocery 
stores. The demand of the grocers 
increased and they began asking 
their wholesalers for it, and they in 
(Continued on page 39) 


Automatic carton filling and sealing machines now used in 


packaging Rexo 
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Testing for Package Redesign 


A Summary of Tests Applied and Their Effectiveness 


N this age of almost universal 

redesigning, the question for the 

average package revisionist is not 
so much when, but what. Caught 
in the enthusiasm for change and 
Modernism, spelled with a capital, 
it is not difficult for a marketer, what- 
ever his line, to convince himself 
that he must keep in step with the 
times by refashioning his package. 
Or, at least, that he must ‘‘date’”’ 
his package with a new outer dress. 
Perhaps the chief urge to new raiment 
is the surge of vivid color that has 
engulfed all packagedom. 

One thing it is, however, to decide 
to repackage. Quite another thing 
to accomplish it to one’s satisfaction. 
The moment the packager confesses 
that remodeling is in his mind he 
finds himself pulled this way and 
that by conflicting influences. Not 
always, moreover, does the package 
engineer see eye to eye with the ad- 
vertising man who is thinking in 
terms of color reproductions of the 
package. Nor is it so easy to recon- 
cile the practical considerations of 
the shipping department with the 
plots of the display strategist who 
covets a package garbed to dominate 
shelf and show window. 

By and large, the matter of pack- 
age redesign has become so important 
from various business angles that 
it may no longer be safely left to 
chance or sudden inspiration. Sci- 
entific redesign on proven principles 
is the new ideal. That, in turn, 
presupposes systematic preliminary 
investigation, taking into account 
the packed product, the sales field, 
the retail outlets, and the class of 
customers served. And that, in fur- 
ther sequence, involves the compara- 
tive test of tentative packages or 
nominated designs. 

For all that it has been so vigor- 
ously criticized in some quarters as 
time-consuming, costly, and uncon- 
vincing, the package test or try-out 
is rapidly gaining acceptance as the 
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most dependable form of insurance 
in package realignment. While the 
idea of probationary packaging has 
made converts rapidly there is no 
agreement among them on the ques- 
tion of what is the best means of 
taking the pulse of the trade and of 
the public before restyling a con- 
tainer. Literally, this is one of the 
questions of the hour. If package 
candidates are to be subjected to a 
feeling-out process, how best go about 
it? 


ACKAGE tests may be divided, 

broadly, into two classes. The 
older type is what is known as the 
“laboratory test.’”’ Under the fire 
of criticism it is rapidly giving way 
to the later form, known as the 
practical, or working test. In each 
species of test the procedure is funda- 
mentally the same. That is to 
say, determination of the relative 
or proportionate appeal and pulling 
power of the several package versions 
is ascertained by exhibiting all the 
test specimens, separately or side 
by side, to groups of persons and 
recording the reactions of the audi- 
ences to the various elements in the 
packages. 

Difference between the two meth- 
ods of package analysis exists not so 
much in the formula as in the char- 
acter of the proving ground. The 
laboratory method, as practised most 
frequently, registers the impressions 
made by the respective packages upon 
groups of university students, em- 
ployees of advertising agencies, etc. 
Just here criticism has found its 
target. Objection has been made 
that the package selectivity of a small 
and select audience is not to be de- 
pended upon. The less so if the 
members of the jury are, by nature, 
alert mentally or of a higher average 
order of intelligence than the every- 
day run of customers in a smail retail 
store. 

Prejudice against everything savor- 


ing of a laboratory test is just now 
swinging the pendulum of favor to the 
alternative form of package test. 
Here, in essence, is the same tech- 
nique—a request to the layman to 
tell which units in a panorama of 
packages he likes best, and why. 
Only, instead of submission to a 
limited group in a non-commercial 
atmosphere, the practical tests put 
the questions of package choice up 
to the rank and file ef bonafide 
ultimate consumers when they call, 
in the natural order of shopping, at 
the stores where they would normally 
procure the goods carried in the test 
packages. It is obvious that this 
type of scouting may be carried to 
any lengths that the pocket book of 
the packager will permit. Geograph- 
ically, it may pulse the broadest 
market. Or, in the most restricted 
area, it may obtain straw votes in 
different classes of stores or at differ- 
ent distributive levels. 


OR a time, many packers were 

deterred from staging a practical 
test of packages by considerations of 
expense. This objection is rapidly 
being removed. Notably because 
printers, lithographers, and the vari- 
ous groups in the container industries 
are taking a liberal and progressive 
view of the wisdom of a policy which 
leads an outfitter to go to any reason- 
able lengths to help a client find the 
package best suited to his trade. 
Actuated by this spirit, the supply 
houses have developed facilities for 
mustering dummies and test speci- 
mens that enable a packer to ascertain 
trade preferences on colors, forms of 
typographical display, etc., without 
paying for an entire battery of special 
designs for the sake of choosing a 
best seller. 

It has always been urged in behalf 
of the so-called laboratory method 
that it allowed package appraisal by 
layman undisturbed by distractions 
of any kind. Also that it required 
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GREAT many years ago, when the Folding Carton was first tentatively, 
then extensively employed for enclosing and protecting merchandise, its 
user was content to have his advertisement appear in black about the size 

of a business card. The Folding Carton soon thereafter became a person- 
alized thing. It was given design, color and an infrangible identity. It is now selected 
by sight with confidence. 














The Corrugated Shipping Case has acquired character by the same process. 
Sometimes, it is a large replica of the small Carton it contains, and then the adver- 
tisement printed on it may be so closely associated with the contents that its purpose 
as an advertisement is perfectly fulfilled. The tie-up should be complete. 












The commercial perceptions of Gair artists have been sharpened by the extensive 
opportunities which the higher talent in Folding Carton designing has afforded, and 
they know exactly to what service they can put every square inch of the advertising 
surface of your Corrugated Cases. 












Where the artist ends, the printing press begins. 
The best machinery, material and skill reproduce his Se 
work—skill coupled with a knowing feeling for the job 8) | 
is important when smooth printing is to be accomplished 

on a Corrugated Case. 







| ROBERT GAIR COMPANY | 


420 LEXINGTON AVENUE, NEW YORK, N.Y. 
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UR modern merchandising system does not require the clerk to 
recommend a particular cereal, condiment or biscuit. The buyer’s 
preference has, nine times out of ten, become fixed before she 
enters the store. All the more reason for the bright influence of 

good advertising on your conspicuous Corrugated Case. Retail stores, with 
their wealth of variety and high-loaded shelves, suggest the necessity of a tie- 
up between your merchandise package and its big brother, the Corrugated 
Case. 


Give your Corrugated Case the opportunity to render an improved 
advertising service. The store manager puts a true estimate on the worth of 
appearance. The Corrugated Case that brings the atmosphere of quality is 
given space ungrudgingly. Gair Corrugated Cases are manufactured with that 
purpose—to draw favorable notice, to make a mental impress, whether seen 
stacked on the floor of the store or rolling through the avenues on motor 
trucks. 


The personnel of our Creative and Design Department is comprised of 
artists and practical men who work together to put the best, artistically and 
structurally, in your Corrugated Cases. 


- ROBERT GAIR COMPANY 


420 LEXINGTON AVENUE, NEW YORE N.Y. 
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every package-picker to function 
under absolutely even and equal con- 
ditions. Set over against this is the 
claim that the practical test is su- 
perior in that it registers the will of 
package choosers who have not been 
forewarned of their responsibility and 
who make their design decisions 
under precisely the conditions of light, 
environment, etc., that will obtain for 
the great mass of package buyers 
when they come to fill their wants at 
conventional retail establishments. 
To begin with, there is the effect of 
package lay-out under modern arti- 
ficial illumination. Some packages 
must even be brazen to the bluish 
glow from “daylight” bulbs. As re- 
tailing expands perpendicularly in 
our crowded districts, the advertising 
punch of the package must allow for 
visibility of longer range in the case 
of basement and second-story display 
windows. On the other hand, chain 
store policy, high rents, and hand-to- 
mouth buying have brought a condi- 
tion of close-hauled retail stocks that 
demand a package which will give its 
call in small group formation as well as 
by shelf-full. Finally, the very multi- 
plicity of competitive packages de- 
mands preliminary tests that will 
guide the packager to a unit that will 
hold its own, in colorful company. 


LMOST everyone who has ever 
essayed to keep score on parallel 
package designs agrees that the one 
big obstacle to a fair disinterested 
verdict is the difficulty of keeping the 
voters in ignorance of the fact that 
they are acting as judges. The prob- 
lem is just as serious in special re- 
search or “‘laboratory’’ testing as in 
straw votes in retail stores. If the 
contributors are let into the secret 
of the test they are apt to become self- 
conscious. ‘They are prone to weigh 
the artistic qualifications of the pack- 
age instead of its instinctive appeal or 
commonplace ‘‘remembrance value.” 
In short, they are tempted to take the 
role of sensitive critics instead of in- 
dulging the impulses of a casual 
passerby or the buy-and-run cus- 
tomer. Yet is it no easy matter to 
so disguise a package test that it will 
poll an untampered popular vote. 
When the objective in redesign is 
revision of size or shape of container, 





rather than recoloring or sharpening 
of trade mark emphasis, the difficul- 
ties of testing are lessened. It is 
but necessary to set before the public, 
at pivotal points, packages in the 
several possible sizes and shapes and 
wait for an automatic expression of 
preference. Much remains to be 
done, nevertheless, in breaking down 
package tests in terms of particular 
classes of the population. For ex- 
ample, comparatively few package 
tests have focused on the juvenile 
public. Yet it is not solely in the 
fields of crackers and confectionery 
that the nature of package appeal 
to children has influenced demand 
volume. 


NE of the underestimated pit- 

falls of exploration for package 
design that must be faced, whichever 
route be chosen, exists in the cir- 
cumstance that tests are likely to 
be in terms of a sophisticated urban 
population. From the nature of 
things—proximity to the seats of in- 
dustry, and all that—it usually falls 
out that city folks are drafted as 
eclectic testers of package designs. 
Regardless of the fact that city 
dwellers are by temperament the most 
restless class of population—ever 
eager for novelty and variety. All 
of which explains the surprise of a 
proprietary marketer who redesigned 
his package on a city verdict only to 
find that his fickleness -was resented 
by a large proportion of his ultra- 
conservative customers in the 
country. In the export field the 
sequel of a one-sided test may be even 
more serious. In markets such as 
China, established trade in a com- 
modity has been totally demoralized 
by redesign of packages. 

In not a few instances marketers 
have argued—quite logically, it would 
seem—that the best way to obtain a 
cross-sectional view of nation-wide 
sentiment on package design was to 
quizz dealers or distributors and their 
sales people. The result has not 
always been happy. For one thing, 
it appears that too many good-na- 
tured members of the trade are prone 
to vote the way they think the packer 
wants them to vote. For another 
thing, almost all persons engaged in 
distribution are apt to be moved un- 
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consciously in package selection by 
considerations that do not weigh with 
the man or woman on the street. 

The one form of test, which requires 
the greatest tact and caution in execu- 
tion, is that which paves the way for 
an adventure in redesign planned to 
carry an established package clear 
of the rival offerings with which it is 
being confused. It is desirable under 
such circumstances to ascertain, on 
a small scale, whether the buying 
public will actually find it easy to 
distinguish the redressed package 
from its erstwhile ‘‘doubles.’”’ Diplo- 
macy is needed, however, to enlist 
the cooperation of retail merchants 
and to convince them that they will 
benefit by the redesign that features 
what the consulted public has said 
gives individuality to the package. 


Packaging a Water Softener 
(Continued from page 37) 
turn came to the manufacturing 
company. 

It was only after this that the 
company actually thought of selling 
Rexo and establishing a price for it. 
For several months the packages 
were hand filled and sealed in the 
manner shown in one of the illus- 
trations. 

The demand and sale of this prod- 
uct continued to increase so that it 
was deemed advisable to secure 
automatic equipment to take care of 
the necessary packaging work. Ac- 
cordingly, two J. L. Ferguson Co. 
carton sealing and filling machines 
were installed. ‘These machines, as 
shown in an accompanying illustra- 
tion, carry the formed cartons that 
are made from knock-down blanks 
through a bottom sealer to a filling 
device and thence through a top 
sealer. ‘The filled and sealed cartons 
then pass through a pressure unit 
and are carried on to the packing 
tables where they are prepared for 
subsequent shipment. As will be 
noted, each unit line is provided with 
a scale for check weighing to assure 
correct measurement. 

This product, which at one time 
was produced by hand only for 
advertising purposes, now demands 
about half of the company’s manu- 
facturing space and labor and pro- 
duces a larger portion of the sales. 
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Selecting a Carton Design 


The Importance of Choosing a Carton Design That Will Present a Clear Advertising Message 
as Well as Preserving the Contents 


was designed and employed to 
protect the contents from injury 
or spoiling during the time the prod- 
uct was shipped or displayed. Dur- 
ing recent years it has been called 
upon to do more than that—it must 
aid in merchandising the product. 
The retailer of today has little time 
to explain the merits of any particu- 
lar one of the hundreds of products 
displayed on his shelves and if a 


aren the folding carton 


Courtesy of the Carton Maker 


Fig. 1 Appeal to masculine trade 
through color selection 


product is to stand out among its 
competitors on display it must be 
packaged in a carton that is able to 
“speak for itself.’’ Under these con- 
ditions the design of a carton has be- 
come all-important and the successful 
manufacturer must be willing to pay 
for the designing of an attractive 
carton. 

In designing a carton it is necessary 
not only to consider all the qualities 
of the product itself, but also the 
market toward which the appeal is to 
be directed. No matter how artistic 
a design or color effect may be, it can- 
not be expected to sell a product to a 
masculine market if the design and 
colors present only feminine appeal. 
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Likewise the de- 
sign for a food 
carton must pre- 
sent a different 
appeal from that 
of a carton de- 
signed to appeal 
to the hardware 
trade. Suitabil- 
ity, then, is of 
primary consid- 
eration. 

Next in im- 
portance is the 
skillful use of 
color. Certain 
colors have been demonstrated to 
possess appeal to various markets. 
In a like manner, color may be used 
to suggest the flavor, odor or other 
properties of the product. In select- 
ing a color for use in carton design it 
is necessary to select the one that best 
carries out the suggestion of the pre- 
dominating feature of the product. 


HE design of the carton may be 

used to suggest the product, to 
appeal to the consumer or as an aid 
in “‘fixing’’ the trade name in the 
mind of the consumer. It may also 
suggest an occasion when the product 
is to be used, or some hint of the 
origin of the product. A few out- 


Courtesy of the Carton Maker 


Fig. 2 Taste of product suggested by container 


standing cartons are illustrated here 
to demonstrate these principles. 

In designing a container for piston 
rings (Fig. 1) a square carton de- 
veloped in black and red is used. As 
the appeal is, in the main, to the 
masculine trade, colors with appeal 
to masculine tastes have been chosen. 
This carton is devoid of all ‘‘fussi- 
ness” in design and is decorated with 
a picture of the product, the trade 
name and manufacturer’s slogan. 
The design of the carton suggests 
efficiency and utility. 

The design of the Griffin carton 
(Fig. 2) suggests the origin of the 
product. Developed in sea blues and 
white it hints at the tang of the sea, 


Courtesy of the Carton Maker 


Fig. 3 Appealing to the appetite through use of pictures 
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Courtesy of the Carton Maker 


Fig. 4 Pictorial representa- 
tion of trade name 


and the inclusion of the fishing smack 
at sea carries out a suggestion of the 
freshness of the product. This car- 
ton not only insures the product 
against contamination or loss of 
freshness during transit but presents 
a clear, forceful, advertising message. 

The carton used in merchandising 
Capitol brand salted nuts (Fig. 4) 
carries out in picture form an inter- 
pretation of the trade name. Deco- 
rated with a picture of the Capitol 
Building in Washington it aids in 
“fixing’’ the name of the product in 
the mind of the consumer. In addi- 
tion to its advertising value the use of 
this carton makes it possible to sell 
salted nuts as a trademarked article 
and not as just “salted nuts.” 


E picture of a herd of cows 
grazing on a grassy plain sur- 
rounded by wooded hills on the Dixie 
Kist carton (Fig. 6) suggests the 
origin of the product and the atmos- 
phere of the trade name. Clear, 
natural color effects and the use of the 
trade name suggests the purity of the 
contents of the carton. 

By employing a carton to sell meat 
products formerly sold in bulk, meat 
packers have opened up a new mar- 
ket. In the Sunnyfield brand bacon 
(Fig. 3) carton the interpretation of 
the name is carried out through the 
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Fig.6 Purity suggested by carton 
design 


Courtesy of the Carton Maker 


Fig. 5 Designed to increase 
sales for home use 


use of a sunlit field shown through 
the window on the carton. Appe- 
tite appeal is accomplished through 
the use of a platter of cooked bacon 
and eggs in conjunction with a coffee 
tray—suggesting the inclusion of the 
product in a perfect breakfast. 

The ice cream carton (Fig. 5) is 
used to increase sales of ice cream for 
home consumption. The carton is 
decorated with a picture suggesting 
the product in the home atmosphere 
and aids in increasing sales by bring- 
ing to the attention of the customer 
the possible uses of the product con- 
tained in home environment. 





Labeling Gelatin Powders 


ELATIN dessert powders that 

contain no fruit juice but are 
merely fruit flavored or artificially 
flavored and artificially colored are 
held to be misbranded under the 
Federal food and drugs act if their 
labels contain designs of fruit, names 
of fruit, or statements regarding 
fruit or fruit juice that might lead 
purchasers to believe they are real 
fruit products, according to a recent 
notice to the trade by the Food, 
Drug, and Insecticide Administra- 
tion of the Department of Agricul- 
ture. The notice follows: 

“A nation-wide survey of gelatin 
dessert powders shows that many 
of these articles are misbranded in 
violation of the Federal food and 
drugs act. Designs of fruit, names 
of fruits, and statements regarding 
fruit or fruit juice lead purchasers to 
believe that the articles are real fruit 
products, whereas in practically all 
cases they contain no fruit juice but 


are merely fruit flavored or arti- 
ficially flavored nd _ artificially 
colored. No objection is made to 
these products because they contain 
true fruit flavor or imitation fruit 
flavor in place of fruit or fruit juice, 
but the law requires that they, in 
common with other food products, 
shall bear no false or misleading state- 
ments or designs. 

“It is held that the label ‘Jelly 
Powder’ is inappropriate for prepa- 
rations of this type. The term ‘Gela- 
tin Dessert’ is, in our opinion, an 
appropriate description of them under 
thelaw. When acid is added to these 
articles which contain fruit flavor, 
the added acid should be plainly 
and conspicuously declared on the 
label in close conjunction with the 
name. Artificial color, if present, 
should also be declared. If the prod- 
ucts are labeled as containing fruit 
flavors, the flavors present should be 
derived wholly and without material 
chemical change from the fruits 
named in the labeling and a sufficient 


quantity of them should be used so 
that the flavor named can be readily 
identified in the finished product. 
The flavor should be mentioned in a 
specific way as ‘Strawberry Flavor’ 
and not merely ‘Strawberry.’ If 
imitation fruit flavors are employed 
in any proportion whatsoever, the 
flavor should not be designated as 
fruit flavor without suitable modifi- 
cation. It is usually necessary in 
such instances to designate the flavor 
as imitation, as for instance, ‘Imi- 
tation Strawberry Flavor,’ all words 
being displayed with the same promi- 
nence. These products, in common 
with other food in package form, 
should be labeled with a plain and 
conspicuous statement of quantity of 
contents subject to the provisions of 
Regulation 26 in Service and Regu- 
latory Announcements, F.D.I. The 
labels of these products should be 
free from any other statements not 
specifically referred to above, which 
may be false or misleading in any 
particular.” 








Packaging Hostess Cakes 


Distribution of a Perishable Product Is Accomplished by Means of Efficient Packaging Methods 


ATIONAL advertising of cakes 
N sold under the name of ‘‘Hostess 

Cakes” and manufactured by 
the Hostess Cake Bakery of Hoboken, 
N. J., a branch of the Continental 
Baking Co., has resulted in a steady 
increase in the popularity of these 
products. As the volume of sales 
increased it has become necessary to 
evolve some method whereby packing 
of these products would keep pace 
with production. 

Close coordination of production 
and packaging permits all production 
to be packaged the same day with a 
total for the whole plant of less than 
three per cent over-production. 
The seasonability of cake demand 
is great, so that the staff of packaging 
operators varies from thirty to sixty 
at low and high production times. 

Several varieties of cakes are baked 
and sold under the trade name of 
Hostess. The cup cakes, being round 
standard size, are machinery pack- 
aged to a large extent. The other 
varieties, some twenty in number, are 
largely hand wrapped. 

On the upper floor of the two-story 
plant the baking and icing of all 
varieties is accomplished. From six 


Cup cakes are machine wrapped 


By HERBERT KERK 


ovens cakes are iced by machinery in 
the case of the standard size cup 
cakes and by hand for the other 
varieties. From the icing tables and 
machine the cakes are placed in racks 
by hand and moved by rack trucks 
to an elevator where they are carried 
down to the first or packaging and 
shipping floor. 

The standard size cup cakes, for 
instance, are moved on these rack 
trucks to the two wax paper wrap- 
pers. From the rack trucks girls 
remove the trays to a table and 
manually with two in each hand insert 
the cup cakes onto the chip boards 
set into the moving compartments of 
the wrapper. Moved automatically 
through the wrappers the cup cakes 
are wax paper wrapped and sealed 
and delivered out onto another wrap- 
ping table, wrapped two in a package. 
Here these double wrapped cup cakes 
are placed by hand, six packages or 
twelve cup cakes, into a knockdown 
type carton whose colors are red and 
blue. With the carton filled and 
folded shut it is stamped with the 
date, indicating when it must be 
picked up at the retailers should it 
not have been sold by this time. 


This practice is to insure that all 
Hostess Cakes will be fresh and de- 
lectable when they reach the con- 
sumer. 

From the wrapping table the filled 
cartons are placed into wooden ship- 
ping cases or cake hampers depending 
upon whether their destination is 
distant or local. These cases or 
hampers are then moved by porters 
to the shippping platform if for im- 
mediate shipping, or to the stock 
room cage if not. 

The cartons, wax paper wrappers 
and chip boards are supplied from 
stock racks to the operators by boys. 
The cartons which are received at the 
plant in flat form are set up at the 
beginning of the packaging produc- 
tion line by girls working around a 
large table. Adjacent to the tables 
are the racks containing the cartons 
wrapped as delivered. 

The cakes other than the standard 
size cup cakes include some twenty 
varieties, such as devil’s food, layer, 
walnut layer, fruit dinner ring, raisin 
cuts, plain pound, sponge rings, 
chocolate layers, lemon loaf, pine- 
apple layers and so forth. These 
varieties are hand wrapped and 


Assembling cakes in display cartons 
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The package becomes a display container 


packaged from a battery of eight 
double tables, four operators each, 
placed astride a moving belt con- 
veyor more than eighty feet long. 

One end of this conveyor is close 
to the elevator which delivers the 
cakes on rack trucks from the bakery 
upstairs. From these rack trucks 
boys keep girl operators at the tables 
supplied with cakes for hand wrap- 
ping. With only one variety of 
cake being supplied to these oper- 
ators at one time, the cakes as 
wrapped are placed on the belt 
moving toward the stock room cage. 
Each operator wax paper wraps the 
piece of cake, seals it, and places it 
on the moving belt. Other operators 
place wrapped cakes in cartons one 
dozen each, and closing the carton 
continue it on the moving belt where 
it passes under an ink roller that 
marks its variety ready for assorting 
into the appropriate stock bin. 


HILE the production for the 

stock room passes on the belt 
directly through the stock room cage 
entrance to be allocated to the stock 
bins the production for affiliated 
plants is taken off the belt before 
reaching the cage where it is placed 
in wooden shipping cases and checked 
out to the shipping platform. 


Wrapping and packing loaf cakes 


In the stock room cage boxes are | 


placed on two tiers of bins straddling 
the conveyor belt. For collation in 
shipping cases the cartons are re- 
moved from the outside of the bins 
so that cakes are removed from stock 
in sequence of their baking without 
extra manual labor and assuring in 
this way freshness. One employee 
in the stock cage is responsible for 
the stock as it leaves the baking rooms 
upstairs until it departs from the 
shipping platform. ‘This centralized 
responsibility eliminates defalcation. 
Adjacent to the stock room cage is 
the shipping room where shipping 
cases are stored, special wrapping of 
freight and truck deliveries performed 
and all shipments finally inspected. 


ARTONS, set up boxes, wrappers 

and other standard packaging 
materials are stored in racks at the 
foot of the moving belt packaging 
production line in close proximity to 
the large table where knockdown 
cartons are manually set up ready 
for filling. From this table and 
these racks boys supply all material 
to the operators as well as the cakes 
which come off the elevator close by. 
Here as upstairs in the baking the 
line of production moves from one 
end of the building to the other and 
saves movement in transit as well 
as secures speed of production and 
packaging. 

Ford trucks painted in blue and 
red on a white background serve for 
local deliveries. Express shipment 
takes care of the out of town volume 
of the plant. 


Container suggests attractive displays 


HIS product, although previously 

sold only in bakeries, has be- 
come a staple article for sales in 
chain grocery stores. In opening up 
this new market the Continental 
Baking Co. took advantage of 
nation-wide advertising in papers 
and periodicals in order to secure 
customer recognition. The majority 
of these advertisements carried 
facsimiles of the packages and con- 
tainers, which were designed with 
this possibility in mind. The pack- 
ages also provided effective displays 
on the dealers’ counters with the 
necessity of providing extra display 
cartons. Careful attention to sound 
packaging principles assured the cus- 
tomer of receiving fresh bakery 
products over the counter of the 
retail grocer and has resulted in the 
successful merchandising of this 
product. 


EQUIPMENT AND SUPPLIES 


Wax paper: Newark Paraffin and Parch- 
ment Paper Co. 

Shipping cases, corrugated: 
Corrugated Paper Co. 

Cartons: Densen Carton Co.; 
Box Co. 

Wrapping machines: Package Machinery 
Corp. 
Scales: Toledo Scale Co. 


Gibraltar 


Empire 


Conveyor belts supply packing tables 








Differentiating Grades with 


Packages 


Cannon Mills, Inc., of New York, Utilize Boxes Developed in Identifying Designs to Distinguish 


HE education of the consumer 

is one of the most important 

missions of advertising and mer- 
chandising. In order to successfully 
launch a new product or increase the 
volume of sales of a product already 
on the market it is necessary to plan 
a campaign directed toward con- 
sumer recognition and education. 
Extensive advertising will go far 
toward accomplishing this object. 
By frequent repetitions of advertising 
copy it is possible to educate a market 
to the knowledge of the quality and 
characteristics of the merchandise 
and to create a demand for it. 

Another and most important aid 
in the accomplishment of this object 
is the use of packages. 

An unusual or distinc- 
tive package used to 
sell the product over a 
long period of time 
will eventually iden- 
tify not only the prod- 
uct itself but the 
manufacturer as well. 
If the retailer fea- 
tures the packaged 
merchandise in win- 
dow and store displays 
and the manufacturer 
employs reproduc- 
tions of the package 
in his advertising copy 
it will require very 
little time to ‘‘fix’’ the 
image of the package 
and the quality of the 
merchandise in the mind of the pos- 
sible consumer. 

Cannon Mills, Inc., has been well 
known for many years as manufac- 
turers of towels. Nation-wide ad- 
vertising over a long period of time 
has associated the name of this 
company with fine quality towels. 
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Different Qualities in Bed Linens 


By RAY BELL 
Manager, Sheet Department, Cannon Mills, Inc. 


For many years sheets and pillow 
cases have been manufactured and 
sold by this company under private 
labels through dealers. Production 
has been maintained at about the 
same rate year in and year out with- 
out a definite attempt to increase 
sales or secure customer recognition. 


BOUT a year ago it was decided 

to identify the trade name with 
these products. Experience in the 
merchandising of towels had proved 
the merit of an extensive advertising 
campaign directed toward the retail 
trade. The name ‘Cannon’ was 
identified with linens of good quality 
and it was logical to assume that 


Color and design of package identifies grade 


it would be remembered in that 
sense even though used in connection 
with merchandise other than that 
formerly advertised. 

But advertising under the well 
known trade name was not sufficient 
to launch a new line of merchandise. 
Some way of identification of the 


merchandise itself must be found 
so that there could be no confusion 
with competing brands. 

Labels or tickets had been used 
on bed linens for many years. 
Through association and familiarity 
the consumer had become so accus- 
tomed to the sight of a ticket pasted 
on the outside fold that it was felt 
that it was not sufficient identifica- 
tion. Some additional distinguishing 
mark was necessary and the logical 
solution of this problem was a pack- 
age. Aside from its use in adver- 
tising and identification, the package 
also made it possible to protect the 
merchandise from the time it left the 
mills until it reached the customer. 

Until a few years ago 
the linen department, 
particularly that part 
of it devoted to sheets 
and pillow cases, was 
usually located in an 
out-of-the-way section 
of the shop. Open 
shelves piled with 
linens constituted the 
only display. Bed 
linens were necessities, 
therefore stocked and 
displayed in an unin- 
teresting manner. 
There had been no 
attempt to increase 
sales through attrac- 
tive displays and sug- 
gestions as to the pos- 
sibilities of using bed 
sets as gifts. Naturally, this type 
of merchandise frequently reached the 
customer in a soiled and rumpled 
condition. Handling and exposure 
to shop wear and dust frequently 
resulted in a loss of the original fresh- 
ness of the merchandise. With the 
use of the package came the possi- 
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bilities of using sets of bed linens as used to so strongly suggest the name the different grades has been accom- 
a gift item, thus opening up new of the linens as this lavender tablet. plished by the skilful use of attrac- 
The second grade sheet is Cannon tively executed packages. 


markets for this type of merchandise. 
Packages of sets of sheets 
and pillow cases also offered 
an opportunity to the re- 
tailer to develop ingenious 
displays. 

Having decided to use 
packages to merchandise sets 
of bed linens the Cannon 
Mills, Inc., began to experi- 
ment with package designs. 
Asit wasplanned to offer three 
grades of sheets and pillow 
cases it became necessary to 
design three containers. In 
planning the campaign to in- 
troduce the merchandise to 
the retail trade, names were 
selected for each of the three 
grades. This was done for 
convenience in advertising 
and it was intended to carry 
out a suggestion in the pack- 
age of the name of that particular 
grade as well as to establish the 
identity of the manufacturer. 


ANNON “Lavender Lawn”’ ad- 

vertised as the “‘finest sheet in the 
world” and retailing at a price 
slightly higher than usual is made in 
white and six pastel shades. The 
box designed for these sheets is in 
lavender paper decorated with 
squares containing symbols of English 
royalty to carry out in picture form 
the advertising message. The label 
prominently placed on the upper 
half of the box is developed in red, 
purple and blue. 

This not only attracts attention but 
aids in keeping the name of the manu- 
facturer closely associated with the 
merchandise. In packing these sets, 
labels that match the label on the 
box are pasted on the linens. The 
cases are tied into the box with 
lavender silk ribbons and the whole 
set is protected by a transparent 
glassine paper wrapper before placing 
it in the box. 

The most startling innovation in 
the development of this package is the 
inclusion of a compressed tablet of 
lavender flowers. Here is an appeal 
to another sense than sight and one 
strange indeed when associated with 
linens. No other medium could be 


Complete package of ‘‘Lavender Lawn’’ quality 


“Lineen.” This is also manufac- 
tured in white and six pastel shades 
and is intended to reach a market 
that would not accept the highest 
quality merchandise. Carrying out 
this idea the package is decorated 
with scenes representing the ac- 
tivities and environment of the 
English country peer or gentleman. 
The sheets and pillow cases are 
labeled and packed in the same 
manner as the Lavender Lawn grade 
with the exception that the com- 
pressed lavender tablet is omitted. 

The ‘Cannon Fine Muslin” sheets 
and pillow cases are popularly 
priced. The package is developed 
in cream and tan and decorated 
with pictures of English cottage 
life. A specially designed label car- 
ries out the suggestion of the grade 
and identifies the merchandise as 
Cannon quality. 

The results of this packaging plan 
have been amazing. Not only have 
these linens been accepted by the 
dealers but they have, because of the 
attractiveness of the packages, been 
used extensively in window and 
store displays. This tendency to 
create attention-getting displays has 
resulted in a marked increase in the 
volume of sales. Consumer educa- 
tion and recognition of the quality of 
this merchandise and identification of 


Inserts for Moist 
Products 


HE selection of a package 

insert for a dry product 
presents no other problem 
than the choosing of the 
proper design, but when the 
product to be accompanied 
by the insert is moist or is ex- 
posed to refrigeration in ship- 
ment the problem is more dif- 
ficult. For some time manu- 
facturers of butter, cheese or 
other moist products have 
been anxious to find some 
method whereby an insert 
could be included in the car- 
ton used to sell a moist prod- 
uct without the danger of 
having the insert reach the 

consumer in a soggy state. 

The Fairmont Creamery Company, 
of Omaha, Nebraska, solved this 
problem by developing a paraffined 
insert and have employed them in 
their ‘Frozen Fresh Strawberries” 
with excellent results. It is planned 
in the near future to add similar in- 
serts in cartons containing butter, 
cheese and ice cream. 

The cards are printed in three col- 
ors on boxboard and then coated with 
paraffin. Four different designs have 
been used, illustrating four uses of the 
product. They were designed and ex- 
ecuted by the Sutherland Paper Com- 
pany of Kalamazoo, Michigan. 


New Bill Compels Labels 


HE McNary-Mapes Bill, recently 

introduced in Congress, proposes 
an amendment to Section 8 of the 
Federal Food and Drugs Act, the 
measure to render compulsory the 
labeling of canned goods of inferior 
quality. The bill, characterized as 
‘“‘a new device for reassuring the pur- 
chasing public on the integrity of 
commodity grade standards,” was in- 
spired by the National Canners'’ 
Association, but is not intended to 
define all the different grades of 
canned goods. 








A Pie Filling Is Packaged 


Modern Production Methods, Efficient Packaging Machinery and Attractive Packages Combine 
to Successfully Promote the Sales of a Food Product 


associated with the idea of home 

cooking as mince meat. For 
many years after the advent and 
acceptance of canned and packaged 
foods the possibility of manufactur- 
ing this product for general distribu- 
tion through retail stores was not 
considered. It was felt that, as 
this was strictly a seasonal product, 
the market was so limited as to not 
warrant the purchase of machinery 
or the cost of advertising and dis- 
tribution. Then a few enterprising 
manufacturers of food products, sens- 
ing the commercial possibilities of a 
good mince pie filling, experimented 
in this field by offering a wet mince 
meat packed in glass jars or crocks. 
Mince meat was manufactured as a 
side line and sold only during the 
holiday season. 

Although originally pioneers in the 
canning industry, the Merrell-Soule 
Company of Syracuse, N. Y., began 
experimenting with the idea of mar- 
keting mince meat in a condensed 
form. In order to assure the success 
of this new product an advertising 


| ‘EW food products are as closely 


Wax wrapped cakes leaving wrapping machines 


By K. M. REED 


campaign, directed toward the edu- 
cation of the consumer to the many 
uses of mince meat not only as a 
seasonal product but as an every-day 
article of diet, was begun. Tradition 
dating back over six centuries or more 
had to be undermined and new ideas 
substituted if the product was to be 
a success. 

The production 
of the product itself 
presented many dif- 
ficulties. It was nec- 
essary to develop 
and perfect ma- 
chinery, to test and 
analyze the ingredi- 
ents and conduct 
experiments to de- 
termine the proper 
moisture content. 
Each of the ingre- 
dients presented 
special problems, 
and some time was 
spent evolving spe- 
cial machinery. 

The selection of 
the package presented many difficul- 
ties because of the 
nature of the prod- 
uct itself. To in- 
sure good results in 
cooking it was 
necessary that the 
product reach the 
consumer in perfect 
condition. Asitwas 
desired to sell the 
product at a popu- 
lar price it was also 
necessary to de- 
velop an inexpen- 
sive container. In 
addition to these 
factors it had been 
planned to feature 


the package in advertising so the de- 
sign selected must suggest quality, 
feature the trade name and present 
an appeal to the appetite. 

The package selected was a square 
carton, printed in red on white and 
displaying the figure of a woman 
dressed in a kitchen apron and hold- 
ing a mince pie in her hands. The 


Completed cartons are packed in display containers 


trade name, ‘‘None-Such,”’ was promi- 
nently displayed and two sides of 
the carton contained recipes and 
other advertising messages. To re- 
tain the moisture of the product and 
prevent soiling of the carton through 
leakage it was decided to wrap the 
cakes in wax paper before inserting 
them into the cartons. To further 
aid in the merchandising of this 
product small recipe booklets were 
inserted in the cartons and display 
containers were designed for use on 
the dealers’ counters. 


AREFULLY _ selected apples, 
currants and raisins, a special 
grade of brown sugar, highest quality 
beef and selected spices are used in 
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the manufacture of this product. 
Production is planned on a gravity 
basis. The heavy ingredients—sugar 
and apples—are inspected, broken 
up, chopped and mixed on the first 
floor. Large buckets carry this mix- 
ture to the third floor by way of 
elevators. The raisins and currants 
are seeded by machines, speciaily 
developed by the company for this 
purpose, and pass over long conveyor 
belts where they are inspected and 
all defective or damaged fruit is 
removed. After cleaning these are 
added with chopped beef to the 
sugar-apple mixture. This blend is 
thoroughly mixed and fed into a large 
hopper where the spices are added 
and the mixture is sprayed with the 
liquid ingredients. Again the batch 
is thoroughly mixed and fed through 
the bottom of the hopper to the 
cake-forming machine on the floor 
below. 


HE second floor is the scene of 

packaging operations. Here the 
mixture is received by the cake- 
forming machine and formed into 
cakes weighing nine and one-eighth 
ounces. This machine was developed 
especially for this purpose and has a 
capacity of seventy-eight cakes per 
minute. The extra fraction of an 
ounce is added to allow for evapora- 
tion of the moisture in the product 
so that the cake is always of uniform 
consistency. ‘This machine is so 
delicately adjusted that four of the 
cakes selected at random weighed 
exactly thirty-six and one-half ounces. 
Each cake contains enough mince 
meat for one pie or for use in the 
recipes included in the booklet. 

The cakes are fed by the forming 
machine to a conveyor belt which 
carries them to the wrapping ma- 
chine. Here the wax paper is auto- 
matically fed to the machine, a 
length cut off and an attendant 
places the cake in proper position 
for wrapping. As the cake passes 
through the machine the paper is 
folded over lengthwise, the ends are 
then folded and sealed by a heating 
unit contained in the machine. 

After wrapping the cakes travel 
along another belt to the cartoning 
machine. This machine opens the 
printed carton, picks up a recipe 


booklet, places it on the cake and 
inserts both cake and booklet into the 
carton. As the carton passes through 
the machine glue is applied to the 
open ends and pressure is applied. 


HE filled cartons then pass along 

another belt to an operator who 
packs them in display cartons. 
These cartons are printed in at- 
tractive colors and contain twelve 
packages of mince meat. 

Four of these display cartons are 
packed by hand into fiber shipping 
cases, silicate of soda is applied, and 
the carton passes through a pressure 
sealing unit. The shipping cases are 
then piled on small trucks and re- 
moved to the shipping room. 


ODERN production methods 

and the application of the prin- 
ciples of scientific packaging have 
made it possible to manufacture 
mince meat, formerly a_ strictly 
seasonal product, throughout the 
year. Working at maximum capacity 
during the war this plant manufac- 
tured an average of forty-two tons 
per day. This company also manu- 
factures wet mince meat, during 
certain seasons of the year, which is 
sold in tins, kits, kegs and barrels. 

An interesting feature of this 
plant is the machine shop. This 
shop not only develops and repairs 
the machine in use in the plant but 
manufactures and repairs the ma- 
chinery used in the twenty-seven milk 
plants belonging to this company. 
Blue prints of even the most minute 
parts of the machine in use in all the 
plants are kept in. indexed files 
so that it is possible to provide a 
new part in a short time. 

The plant is also equipped with a 
complete testing laboratory. All the 
ingredients used in ‘“‘None-Such”’ 
mince meat are tested and approved 
by this department. Frequent tests 
are made of the various batches so 
as to assure the uniformity of the 
product. 

The success of this product is proof 
of the selling power of the package. 
Beginning as an experiment, ‘‘None- 
Such” mince meat has become a 
household standby—modern pack- 
aging methods and machinery have 
enabled this company to reduce labor 
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costs, to produce an inexpensive, 
attractive and airtight package and 
to maintain quantity production. 


EQUIPMENT AND SUPPLIES 


Wax-wrapping machine: Merrell-Soule 
Co.; F. B. Redington Co., Chicago. 

Cartoning machines: F. B. Redington 
Co., Chicago; Merrell-Soule Co. 

Case sealing machine: Standard Sealing 
Equipment Corp., New York. 

Wax paper: Central Wax Paper Co., 
Chicago. : 

Cartons: 
York. 

Display cartons: Robert Gair Company, 
New York. 


Robert Gair Company, New 


Bag Sealing 


ROBABLY nothing has become 

more intensely interesting than 
the handling of products in bags. 

The cloth bag—burlap, cotton, 
muslin, etc.,—are, in a great many 
instances, giving way to the paper 
bag. 

The paper bags are made in many 
different ways: 


1. The Multi-wall bag 
2. The Lined bag 
3. The Valve bag 

4. The Glassine bag 


—and a number of others. 

Such products as ore, cement, lime, 
cereals, coffee, drugs and a host of 
other products are being successfully 
shipped throughout the country in 
paper bags. 

They are sealed either by sewing 
with special stitching machines or 
by tying with heavy cord or by fold- 
ing and tapeing, and also by lapping 
and glueing. They can also be 
stapled. At present the lapping and 
glueing method seems to make a 
perfectly air-tight package. 

Machines are made that will auto- 
matically fill the bag and then close 
it under some one of the above- 
mentioned methods. 

It is advisable, when using bags, 
to be careful to see that the product 
packed in them is not affected by any 
chemical ingredient of the paper. 

If an air-tight package is desired, 
the tapeing or glueing methods should 
be used and the bag closed imme- 
diately after being filled. 

The Valve bag is mainly used in 
the cement industry and, as the 
name indicates, automatically closes 
itself. 





Bottling a Drug Product 


Waterbury Chemical Co. Increase Sales and Effect Savings in 
Manufacturing Costs by Planned Production Methods 


S distribution of Waterbury’s 

Compound increased in volume, 
it became necessary to evolve a new 
method of production. During the 
winter of 1926-27, with the old 
equipment, the plant was in operation 
every night until 8:30 for fourteen 
consecutive weeks with seven opera- 
tors. Installation of modern bottling 
machinery resulted in a thirty per 
cent increase in production without 
the necessity of night work and with 
only five operators employed. 


maximum capacity of the equipment. 
But in spite of the fact that their 
greatest requirements did not mean 
operating at greatest capacity, a sav- 
ing of $1200 waseffected. This illus- 
trates clearly that it is not necessary 
to use the full capacity of the equip- 
ment in order to warrant making the 
investment. Not only does it effect an 
immediate saving, but also provides 
immediate facilities for greater pro- 
duction the moment they are required 
without further changes or delay. 


Courtesy U. S. Bottling & Packaging Engineers 


Three operators fill, cap and pass bottles to wrapping department 


The actual saving in cost is as follows: 


(1) Salary of two girls, eight-hour day, 
at 25 cents per hour for 14 weeks . 
(2) Overtime saved—seven girls—3 
hours per day each, total 1764 hours 
(3) Salary of three girls that would be 
required under old methods to take care 
of 30% increase...... : Ev oceca 
Total saving........... 


$ 336.00 
441.00 
504.0 
.. $1281.00 
Not only was there increased 
output with a saving of labor, 
but there was also a saving in 
the elimination of waste in fill- 
ing. The U. S. vacuum filler 
eliminated the old drip pans 
and the spilling of the contents 
of possibly fifty or more bottles 
of the Compound. The new 
filler also eliminated shrinkage 
by filling only perfect bottles, 
automatically rejecting any 
broken, chipped-finish contain- 
ers. 
The savings will, of course, be 
still greater when the require- 
ments of this branch demand 


The filling is taken care of by means 
of a U. S. vacuum filler, capper and 
traveling belt conveyor table. All the 
bottles are filled to a uniform height. 
Automatically they are discharged to 
the capping machine without han- 


Modern Packaging 


dling, and at the same time conveyed 
to the labeling machine operator in 
the handiest position for being labeled 
without lost motion. After labeling, 
the operator places the bottles on the 
conveyor belt and the assembly oper- 
ator lines them up on the work board 
ready for wrapping in glassine paper. 

When the work boards are filled 
with bottles ready for wrapping, the 
three operators at the filling, capping 
and labeling machines are transferred 
to wrapping and packing. When 
they have finished the accumulated 
work, they return to their positions 
at the machines. 

With the addition of two girls to 
keep the machines going, the output 
can be doubled the moment the com- 
pany’s requirements demand it. 
With this small additional labor 
cost, the equipment can pro- 
vide maximum output, which 
means a still greater saving in 
production costs. 

Planned production also ex- 
tends to the manufacturing of 
the product. By careful plan- 
ning it is possible for one 
man and a helper to do all 
mixing, filtering and other 
work with least effort. Pump- 
ing units enable liquids to 
be transferred from drums on 
the floor without lifting. They 
are drawn from the various 
mixing tanks, pass through the 
filter, and are then pumped to the 
third floor storage tanks, ready for 
bottling. The mixture then runs by 
gravity to the filling machine and 
the finished product goes by gravity 


Courtesy U. S. Bottling & Packaging Engineers 


Labels are inspected and bottles wrapped by hand 
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again to the first floor. Since 
this room is located on the same 
floor as the shipping and receiving 
room, the man and helper can also 
take care of these duties between 
manufacturing operations. 


Steel Shipping Containers 


N_ applica- 

tion of 
several rail- 
roads to ex- 
tend the steel 
container ser- 
vice that has 
been in effect 
on the New 
York Central 
Railroad _ for 
five or six years, 
which will be 


to be the only western railroad 
in favor of the steel container sér- 


vice. 

A circular describing the service 
which has been issued by the Missouri 
Pacific and sent to shippers along its 
lines contains the following list of 
advantages among other things: 








49 





signee immediately upon placement 
railroad. 

7th. Under this method of ship- 
ping, of container car with crane 
facility, all classes of merchandise may 
be shipped together and transported 
at same rate. 

If the railroads are successful in 
their efforts to 
extend this ser- 
vice at therates 
provided for in 
their suspended 
tariffs, it may 
seriously affect 
the wooden box 
industry as well 
as other ship- 
ping container 








heard in Feb- 
ruary at Wash- 
ington, D. C., 
by the Interstate Commerce Com- 
mission is of considerable interest to 
shipping container manufacturers. 
This service comprises the use of six 
large steel containers on a flat car. 
The containers are loaded by the 
shipper at his place of business, trans- 
ported and loaded on the car by the 
railroad and delivered intact to the 
consignee at his place of business. 

Under the present and proposed 
tariff, which is under suspension by 
the Interstate Commerce Commis- 
sion, regardless of the character or 
class of the commodity, a flat rate 
per 100 pounds is charged for this 
service, and the goods thus trans- 
ported are not required to be packed 
in accordance with the rules and regu- 
lations of the present classifications 
and tariffs. 

While this service has been in ex- 
istence for several years on the New 
York Central in and about New York 
City, it has never been extended to 
any great degree. Now, however, 
the New York Central proposes to 
establish the service throughout its 
entire system; and the Pennsylvania, 
Baltimore & Ohio, Lehigh Valley and 
other Eastern railroads are being 
forced to follow. In addition, the 
Missouri Pacific has filed a tariff for 
the same class of service for south- 
western points, but it is understood 





Advantages to Shippers 

Ist. Saving in total transportation 
costs. 

2nd. Saving in cost of heavy 
wooden cases necessary to withstand 
wear and tear incident to ordinary 
freight transportation. Packing into 
cases unnecessary when shipments 
transported in container cars. 

3rd. Saving in transportation 
charges due to lighter weights of 
packages. 

4th. Saving in expense of packing 
and unpacking heavy crates or cases 
as are necessary in ordinary freight 
service. 

5th. Saving incident to practical 
elimination of theft, damage or other 
source of loss. Container, by reason 
of character of construction and 
method of loading, is absolutely 
proof against pilferage in transit. 
Use of container also reduces to negli- 
gible quantity possibility of damage 
to contents in transit. 

6th. Saving resulting from faster, 
better and more efficient service from 
shipper to consignee. The transpor- 
tation service is naturally shortened 
by reason of elimination of handling 
of shipments by carrier through its 
freight house at origin, and from car 
through freight house at destination. 
On arrival of container car at destina- 
tion, container is available to con- 


industries. 
~ | Testing 
Courtesy of U. S. Bottling & Packaging Engineers Coffee 
Efficiency in production through arrangement of machinery Containers 


HE Paper-board Industries As- 

sociation has published the results 
of a test to determine the rela- 
tive value of various types of coffee 
packages. The cup testing method 
was employed and the coffee tested 
was a blend representative of a good 
quality of coffee ordinarily sold in 
packages. 

The coffee was roasted, ground, 
packed and sealed the same day in 
thirteen different types of one pound 
containers. The results of this test 
proved that the aroma and flavor of 
coffee may be retained in properly 
prepared paperboard as well as in 
other types of containers. Guided 
by the showings it is now possible for 
the coffee packer to make a selection 
of a paperboard folding box with the 
assurance that the freshness and 
flavor of the blend will be retained. 


LUSHES and similar textiles ex- 

ported to Hong Kong, China, are 
generally wrapped in strong paper or 
in cardboard boxes and then packed 
in strong wooden boxes, advises 
Consul General Roger Culver Tred- 
well of Hong Kong. It is desirable 
that the boxes be tin lined, he says, in 
order to protect the goods against the 
humid climate and pilferage. 

















What of Mergers? 


NE of our readers writes to ask if we can enlighten 

him as to the reasons behind the increasing number 

of mergers. ‘‘Each day’s news carries reports of them 

until everyone seems to wonder just when they will stop. 

At the present rate there will soon be only two or three 

companies in each branch of manufacturing. No one 
seems to know why.”’ 

If we can accept the last sentence quoted from our 
correspondent as fact, we feel safe in believing that our 
guess will be as good as the next one, although we are 
hesitant to believe that such queries have remained un- 
answered by those who delve with thoroughness into 
such economic matters. No doubt we have overlooked 
one or nore complete analyses, by experts, on the sub- 
ject. 

Briefly stated, it can be said that such mergers are the 
result of an urge on the part of business individuals or 
concerns to reduce production and distribution costs by 
means of increased purchasing and manufacturing facili- 
ties and greater access to brain power, thereby obtaining 
greater income on the invested capital. The probabilities 
are that such combines will continue until all offers for 
the purchase of any one concern or group of companies 
are withdrawn or until someone decides that the Sherman 
anti-trust law is sufficiently violated. We further pre- 
dict that some time, previous to the advent of the latter 
contingencies, any tendency toward monopolies in any 
one group will be upset by the establishment of smaller 
companies, and this move will afford a stimulus for an- 
other cycle of merger movements. Simple, isn’t it? 

Seriously, however, the situation is not without inter- 
est, particularly as it pertains to the effect on packaging 
and the use of packages. Let us take the case of a large 
chain store concern which, besides stocking its individual 
establishments with standard packaged goods, carries its 
own products that are packaged in its own plants. The 
packaging operations of the company, therefore, include 
the preparation of several items and involve the employ- 
ment of various packaging equipment and supplies. 
While it is possible to attain, to a greater or less degree, 
a standardization of sizes in the packages of the company, 
the demand of the public for other brands that are as 
well or more attractively packaged will assure a pro- 
gressiveness in the chain store’s packaging plan. 

The rapidity with which the packaging idea has spread 
from one group of commodities to another—until today 
it is almost truthfully declared that nothing under the 
sun is without its package—offers sufficient reason for 
the belief that the tendency toward distinctiveness in 
the packages of one group is reflected in other groups. 
For example, the exquisite containers used in the perfume 
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trade find their counterpart in packages that contain 
other toilet preparations, and even less expensive com- 
modities are more eagerly sought when attractively 
packaged. So that this situation—what might be 
termed a package competition between commodity 
groups—will no doubt continue regardless of the increase 
of mergers, and manufacturers who expect their packages 
to perform a substantial merchandising service must not 
relax in the improvement thereof. 


Stock Taking 


N the article describing the Robot salesman on 

page 33 of this issue, highly significant facts are 
brought to light. The studies of the United Cigar 
Stores Company show that sixty per cent of their sales 
are automatic and repetitive—or, in other words, in 
sixty per cent the package is the link between the 
manufacturer and the buyer. Figures for other chains 
are not available but most likely would not run much 
lower. Does not this high percentage of sixty clearly 
and forcibly establish the importance of the best avail- 
able in packaging? 

With the advent of the new year and the new era of 
Robot selling let the manufacturer take stock of his 
product’s packaging. How about the package’s design? 
Is it styled to present day merchandising mode? How 
about the package’s form? Could it be more con- 
venient, since convenience in buying is so important a 
factor today? Are the package’s materials high enough 
in quality? Does the purchaser sense the quality 
“feel” when he buys your product? 

In the advertising pages of MODERN PACKAGING, 
manufacturers are offering a wealth of experience and 
thought on the latest and best materials of packaging. 
Check these pages of advertising to help yourself solve 
these new problems of packaging. 


The Place of Packaging 


N the planning of a new plant, the operations of 

which will involve packaging, or a contemplated ex- 
pansion or change in one that has been established for 
some time, it is logical and, indeed, good business judg- 
ment to take stock of the progress that has been made 
in the packaging industry. Machinery and supplies 
that are used in packaging work and the fabrication of 
packages have been and are continuously being improved 
and enlarged as to their functions, and the economical 
value of the packaging department unit as an important 
link in the chain of production has been recognized by 
progressive manufacturers. We find numerous examples 
of plants—many of which have been described in the 
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issues of this periodical—in which the managements have 
taken full advantage of the economics possible in a pack- 
aging department with resultant savings that are easily 
apparent on production cost sheets. 

The packaging process, however, is, in the abstract, 
still a sort of orphan in the usual plant—in those plants 
in which the management has not yet learned to appreci- 
ate or recognize the facts outlined in the preceding para- 
graph. It is rarely, if ever, classed with the packing and 
shipping process and practically never with the material 
fabricating or manufacturing process. 

Packaging can never be regarded seriously nor can its 
real possibilities be reached by those who seek to use it 
as a means of preparing their merchandise for successful 
distribution until it takes its rightful place among the 
first instead of the last considerations when a new ven- 
ture is planned or when an expansion or change is made 
in an old line. 

Even with concerns whose entire output of product is 
to be merchandised in packages, the requirements of 
handling the latter efficiently and economically have 
been disregarded until too late to take advantage of the 
progress thus far made by the packaging trades at large. 

Packaging as an operation has been defined as the 
“neck of the bottle’’—the outlet between production and 
distribution. As such it assumes an importance in the 
merchandising plans of a manufacturer that cannot be 
overlooked. Whether it be the selection of suitable 
equipment or supplies, the placement of that equipment 
in the factory with relation to other production units, 
considerations of labor and convenience, or other factors 
that directly influence package production, a plan or 
procedure can and should be found that will meet require- 
ments and properly ‘“‘mesh’”’ with the other links of the 
production chain. 


Aiding the Packaging Industry 


N “expert” has been facetiously defined as ‘‘a man 
away from his own home town.” Which defi- 
nition may apply in some instances, although circum- 
stances alter cases and we are inclined to believe that 
there are to be found plenty of specialists on given sub- 
jects, regardless of locality. Our own experience with 
many of these specialists is that while they can and will 
talk expertly on the subject in which they have special- 
ized, they are either unwilling or unable to express their 
thoughts on paper. 

The packaging industry, we find, differs in no wise 
in this respect from any other industry. Many of those 
who are experienced and are competent to express a 
constructive opinion refrain from doing so with the 
excuse, ‘“Well, you know, I’m not a writer.’’ Without 
arguing that point, let us put the proposition in a little 
different way. 

The packaging industry is a new but growing concern. 

It has accomplished much in the comparatively few 
years of its existence. Its further advancement depends 
on the ingenuity and progressiveness of these who form 
the personnel of the industry. It should, therefore, be 
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the duty of those who can give assistance to the further- 
ance of packaging to pledge their valuable aid and co- 
operation to the industry. MopERN PaAcKAGING has 
been well favored with contributions from several 
authorities on packaging subjects and these articles have 
been presented to and well received by the industry. 
But there still remains a goodly number of those who 
can offer constructive comment and experience. To 
them, may we suggest the use of the columns of this 
journal. 


The Right Glue in Packaging 


WO examples which came to our attention recently 

will serve to further point out the importance of se- 
curing the right glue, as outlined by Mr. Oldham in his 
brief but comprehensive article, ‘“Adhesives in Packag- 
ing,’’ which appeared in the January number. 

A distributor of grocefy specialties, who makes a feature 
of a particular brand of coffee which he planned to pack- 
age automatically in a new and distinctive carton of his 
own design, found upon examination of a trial lot that 
the tops and bottoms of the filled packages were improp- 
erly sealed. A more careful study showed that the ad- 
hesive used had not only failed to spread evenly over the 
surfaces to be glued but had dried without effecting the 
desired seal. The glue itself was of good quality and had 
been used successfully in other packaging operations 
conducted by this distributor. But the packages in the 
case cited were of special paper stock and displayed a 
varnished surface on the flaps that were to be glued. 
The glue which had proved adequate for the sealing of 
plain board cartons had to be discarded and a special 
adhesive obtained. ‘ 

A manufacturer of food products, who uses a trans- 
parent wrapper in the packaging of one of his specialties, 
fastened this wrapper in place by means of a gummed 
label. These labels were furnished with the glue already 


applied by a printer of good repute and the decorations 


therein were well executed. In order to secure proper ad- 
hesion between the label and the wrapper, it was neces- 
sary that a special solvent liquid be applied to the glue 
used on the label, and this operation, while simple, caused 
a slowing up in the packaging process. With the order- 
ing of the next supply of labels, a special adhesive which 
required only an ordinary moistening was applied and so 
overcame the former handicap. 

There are many such examples as these which illustrate 
Mr. Oldham’s contention that “thousands of dollars have 
been lost by manufacturers simply because they did not 
use the right glue for their particular sealing or labeling 
proposition.” Although glue may perhaps be regarded 
as one of the simplest of the substances with which the 
user and maker of packages has to deal, its uses, func- 
tions and characteristics play no small part in packaging 
operations and it is not unusual that its improper applica- 
tion completely upsets an otherwise well-planned line 
of package production. Attention directed to even such 
small details as this will frequently result in lowering 
packaging costs and aid in producing better packages. 














A Utility 


Package 


Selling a Complete Assortment of Toilet Articles by Means 
of a Useful Container 


NE of the most interesting ex- 

amples of packaging to gain 
quantity sales of toiletries is shown 
in the accompanying illustration. A 
brown leatherite overnight case, 
trimmed in brass and equipped with a 
mirror, is used by Luxor, Ltd., of 
Chicago, to sell a complete assort- 
ment of matched toilet requisites. 


This case is 12%/, in. long, 7°/4 
in. wide and 3'/, in. deep and is of 
such sturdy construction that it will 
serve as a beach bag, overnight bag 
or for other purposes long after the 
contents have been used. It is 
packed with eight staple toilet prepa- 
rations which, if need be, can be sold 
in separate units without the case. 





Among Package Users 


pany will be formed which will ac- 
quire the business and assets of both 
companies. 


A merger has been effected by Life 
Savers, Inc., Port Chester, N. Y., 
makers of package confections, and 
Drug, Inc., New York, a holding 
company for chain drug stores, oper- 
ators and manufacturers. This mer- 
ger also includes the Canadian busi- 
ness of Life Savers, Inc. 

NNOUNCEMENT has _sbeen 

made of the merger of the 
Odo-ro-no Co., maker of Odo-ro-no, 
the Glazo Co., manufacturers of 
Glazo, both of New York, with the 
Northam-Warren Corp., makers of 
Cutex and Creme El Caya toilet 
preparations. 


W' JODWORTH, Inc., manufac- 
turers and distributors of per- 
fumes and cosmetics, have merged 
with Bourjois, Inc., the third largest 


manufacturer of perfumes and cos- 
metics in the world. A new com- 


A new chain of retail storesthrough- 
out the country is planned by 
Marshall Field and Co., of Chicago. 
No definite announcement as to the 
location of these stores has been made 
to date. 


EOPLES Drug Stores, Inc., has 

purchased the Kennedy chain of 
stores, operating fifteen drug stores in 
Pennsylvania with units in Harris- 
burg, Altoona, Lancaster, McKees- 
port, Hazelton, Carbondale, Scran- 
ton, Wilkes-Barre and other cities. 
Peoples Drug Stores, Inc., is operat- 
ing ninety-eight stores, located ‘in 
Washington, D. C., Virginia, West 
Virginia, Maryland, Pennsylvania 
and Ohio, in addition toa recently ac- 
quired chain of twenty-one stores in 
Akron, Ohio. 


Modern Packaging 


EHN & Fink Products Co. are 
reported to have bought the 
Caron Corp., the American house of 
the French perfumer producing the 
famous ‘‘Narcisse Noire.”” A _ third 
house is to be included in the group. 


Customs Regulations for 
Packages 


ECENTLY the Department of 

Commerce has announced some 
important customs regulations 
promulgated by the Canadian Gov- 
ernment with respect to marking and 
numbering packages, of considerable 
interest to American manufacturers 
and shippers. It is stated that pack- 
ages will not be held to be properly 
marked and numbered unless each 
package comprising a _ shipment 
bears either a legible mark, symbol, 
letter or number distinguishing it 
from each other package, and in- 
voices will not be accepted as 
sufficient in respect of packages 
required to be marked and num- 
bered unless such marks or numbers 
are indicated thereon in such a 
manner as to indicate clearly the 
contents of each package. Num- 
bering in consecutive order is not 
required. 

Where an entry is presented at 
customs in respect to goods which are 
not exempt from marking on packages 
and on invoices, accompanied by 
an invoice which does not show marks 
and numbers so as to indicate clearly 
the goods contained in each package, 
the packages referred to on the in- 
voice are to be transferred, at the 
expense of the owner or consignee, to 
the Examining Warehouse, there to 
be examined and appraised in order 
to ascertain the description, quantity 
and value of such goods before entry 
may be passed, the duty properly 
payable thereon paid, and delivery 
of the goods made to the consignee. 

The following exceptions may be 
noted: 

1. Containers of perishable goods 
are not subject to these regulations. 

2. The goods referred to in the 
following list are considered as per- 
ishable, so far as the regulations 
governing marks and numbers on 

(Continued on page 66) 
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Washington Correspondence 


FFICIALS of the Department of 

Commerce who for sometime 
past have been studying closely the 
most acceptable sizes of candy boxes 
are now ready to make their partial 
conclusions known. It is stated that 
in the export trade to Jamaica the 
most popular sizes in boxed choco- 
lates are the half pound and one 
pound packages. In milk chocolates 
the four and a half d. (one and a 
quarter ounces), 6d. (2 ounces), 
seven and a half d. (three ounces), 
and the 9d. (4 ounces) are in great 
demand. Labels should be in the 
English language. The following 
paragraph, taken from a recent cata- 
log of an English firm, describes the 
packing methods typical of English 
houses to protect their products 
against heat: 

“In order to avoid injury by heat, 
all goods for warm climate are 
wrapped in tinfoil, Where extra 
protection is desirable, the cardboard 
or outer boxes may be packed in 
hermetically sealed tins at moderate 
charges, varying from 4d. to ls. 3d. 
per tin, according to size. Our 
shipping agents are always instructed 
to stow away from the boilers; and 
customers, especially in the Tropics, 
are requested to guard against unduly 
exposing the goods to the heat. 
With these precautions our long and 
world-wide experience of export trade 
in all markets enables us to recom- 
mend our manufacturers with every 
confidence, even for the most tropical 
countries. 

“Packing cases, lined when neces- 
sary with tin or water-proof paper, 
are supplied free of cost for all orders 
of £3 and upward in value.” 


A. Spillman, of the United 

¢ States Department of Agricul- 
ture, recently delivered an address in 
Austin, Tex., pointing out the differ- 
ences between the container law of 
1916 and that of 1928, which, he said, 
is causing much confusion not only 
in the mind of the manufacturer of 


containers generally but also the 
packer and retailer. Especially, Mr. 
Spillman said, should the 1928 law be 
carefully studied regarding specifica- 
tions to be approved by the Secretary 
of Agriculture. 


There is one essential difference between 
this new law and the old Standard Container 
Act, which we now intend to designate as 
the Standard Container Act of 1916. The 
latter is an interstate commerce law and its 
provisions affect only containers, filled or 
unfilled, which are shipped in interstate 
commerce. The new act is a weights and 
measures law and hence is effective in intra- 
state as well as interstate commerce. Un- 
der the old law we have had a few instances 
of manufacturers, located in a state which 
had no container act, making for use in that 
state baskets which were illegal in inter- 
state commerce. For instance, a manufac- 
turer in Illinois made short till baskets for 
use in Chicago. Manufacturers located in 
Indiana could secure none of this business 
because they could not ship such short bas- 
kets in interstate commerce. In this case 
the Federal law unintentionally threw busi- 
ness to one manufacturer. Under the new 
act nothing like this can occur. 

The Standard Container Act of 1928 con- 
tains one feature which does not appear in 
any of the other laws. Instead of fixing 
dimension specifications, as was at one time 
contemplated in Federal legislation, Section 
4 of the new act requires in effect that manu- 
facturers of hampers, round stave baskets, 
and splint baskets for fruits and vegetables, 
shall submit the dimension specifications 
of such containers to the Secretary of Agri- 
culture for his approval. In order to safe- 
guard manufacturers against arbitrary de- 
cisions the Secretary is directed to approve 
such specifications if he finds that containers 
made in accordance therewith comply with 
the capacity provisions of the act and are 
not deceptive in appearance. This provi- 
sion will give the Department a record of 
the specifications used by every manufac- 
turer of these three types. This provision 
also gives us an opportunity to do away with 
containers which, while not incorrect as to 
capacity, are so constructed as to make 
people think them larger than they really 
are. 

The regulations promulgated under the 
act forbid the changing of the dimension 
specifications approved for any container 
without securing the prior approval of the 
Department. They further require that 
manufacturers of containers coming under 
the act shall secure prior approval of specifi- 
cations before obtaining forms for their 
manufacture. 

In view of this new and unusual provision 
it has seemed only fair that manufacturers 
should be given some evidence that their 
specifications have been approved and 
should be allowed to indicate this fact on 
their containers. Accordingly, the regula- 
tions provide that dimension specifications 
which are approved will be specifically certi- 
fied by the chief of bureau and that the cer- 
tificate will bear an identification number 
which may be used by the manufacturer in 
marking containers covered by the certifi- 
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cate. It must be understood that there is 
nothing compulsory to such marking. 
However, we hope that manufacturers will 
see fit to adopt the system of marking pro- 
posed in order to bring about uniformity 
in this respect and we hope that such states 
as have occasion to adopt marking require- 
ments will give consideration to the adop- 
tion of this uniform method. 

The requirement that manufacturers sub- 
mit specifications for approval has resulted 
in a great deal of extra work and it probably 
will be some time before the final certificates 
of approval will be issued. We have had 
some difficulty in securing as large a propor- 
tion of responses as we should have to our 
requests for specifications. Many manu- 
facturers seem to be laboring under the im- 
pression that this requirement is unreason- 
able and unnecessary and have been ignoring 
it. Unfortunately for such manufacturers, 
the law is plain and mandatory on this 
point and if they fail to secure approval of 
their specifications prior to November 1, 
1929, we shall have no other choice than to 
proceed against them under the law. Some 
manufacturers not only have submitted 
specifications but these specifications agree 
closely with measurements of other baskets 
taken as a result of sufficiently recent tests. 
Where this is true and the tests have shown 
baskets of satisfactory capacity we are 
issuing letters indicating tentative approval 
of their specifications. 

I wish to mention two misconceptions 
under which some seem to be laboring re- 
garding the effect of the new law. First, 
there seems to be an idea on the part of 
some that manufacturers may continue to 
make non-standard baskets up until No- 
vember 1, 1929, and that any baskets made 
prior to that date may be disposed of after 
thattime. Thisisemphatically not the case. 

Second, there seems to be an idea that a 
grower or shipper, or anyone else, who has 
bought non-standard baskets and has them 
on hand on November 1, 1929, can use 
them. This also is not the case. Such 
baskets cannot be used for selling or measur- 
ing fruits or vegetables. Purchasers should 
so regulate their buying of non-standard 
containers as to be assured of disposing of 
all of them before November 1, 1929. Let 
me emphasize again that this law does not 
refer merely to containers used in shipping 
fruits and vegetables but to containers used 
for fruit and vegetables, and that it is just 
as illegal to sell or offer for sale fruits and 
vegetables in non-standard containers as it 
is to ship in such containers. 


URTHER expansion by Conti- 

nental Can Co., Inc., in the manu- 
facturing of miscellaneous cans is 
being announced through the ac- 
quisition of the business of the Manu- 
facturers Can Co., of Harrison, N. J. 
The acquired company manufactures 
a wide variety of miscellaneous cans 
for packing paints, varnish, oil, 
grease, etc. 

This additional business further 
diversifies the output of Continental 
Can Co. between general line and 
packers’ cans. 

Since the beginning of 1928, Con- 
tinental Can Co., Inc., has acquired 
nine companies manufacturing tin 
containers and one manufacturer of 
can-making machinery. 








Boxing for Bulk Sales’ 


ERTAINLY in the case of Gillette 

razor blades there can be no 
doubt about the fact that the package 
is an important factor in bulk sales. 
Even the most practical minded per- 
son would not chose the ordinary 
packages of blades as a gift item. 
The prosaic green cardboard pack- 
ages in which they are packed renders 
them unsuitable for gift purposes. 
Even the cartons containing ten 
packages of ten blades each are not 
attractive enough to command atten- 
tion. With the idea in mind 
of covering a field hitherto 
overlooked the new “‘50”’ 
Box was designed. 

This box is made 

of metal covered 
with imita- 
tion leather, 
decorated 
with regi- 
mental stripes 
and lined 
with velvet. 
It contains 
ten packages 
of five blades 
each—p r a c- 
tically a 
year’s supply 
of shaving 
edges. For 
the Christmas 
trade _ these 
packages 
were encased in 
Cellophane 
printed in an appro- 
priate Christmas de- 
sign and a seasonable greet- 
ing was enclosed in the 
domed box. The box is made to 
serve a dual purpose—an attractive 
substantial container for the blades— 
good to look at in the morning— 
a useful accessory for milady’s dress- 
ing table or other purposes when 
empty. A cigarette box, jewel case, 
stamp box, button box, children’s 
bank, depository for old blades or 
for the sewing table. There are a 
hundred useful purposes for which the 
“50” Box is adaptable when emptied 
of its original contents. 


It was introduced to the trade 


early in October through salesmen, 
trade papers, and broadsides mailed 
to dealers throughout the country. 
Dealers were well acquainted with 
the tremendous demand for Gillette 
blades throughout the year. Here 
was an opportunity to cash in on them 
as a gift item. They recognized the 
fact that no more sensible gift could 
be given a man if packed in an appro- 
piate package. 
Shoppers are becom- 
ing more and more 
practical but things 
must be ‘“‘prettied”’ 
up to obtain favor 
for their gift funds. 
Add to this feature 
a package that 


would 

serve 

many 

other useful 

purposes and 

dealers knew 

the demand 

would be great. 

Fifty-nine maga- 

zines were used to 

introduce it to the public, the com- 
bined circulation of which was over 
28,000,000, reaching more than one 
out of every four people in the 
country in every family. Most of 
these advertisements were pages in 
four colors presenting the box in 
exact replica as did the window and 
counter displays sent to dealers. 
This was done with the idea of identi- 
fying the box itself with the contents. 
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The tremendous sale of these ‘‘50” 
Boxes again demonstrated the im- 
portance of attractive packaging of 
even ordinary commodities. 


Trade Catalogs 


Papers for Box Coverings: Mc- 
Laurin-JonesCo., of Brookfield, Mass., 
has recently issued seven new catalogs 
of Ware box cover papers. Gold- 
drift—a collection of papers sprinkled 
with gold or silver. Spungold—metal 
finish papers on pastel-shaded back- 
grounds. Velvetta—ten colors in 
velvet finish. Plated papers—black, 
white and twelve colors. Silhou- 
ettes—eight colors with self-color 
silhouette effects. Color check— 
sixteen colors in check designs. Su- 
per colors—plain colors in bright 
shades and black in dull finish. 


Velour Papers: Keller-Dorian 
Paper Co., New York, have furnished 
a book of silk velour papers in seven- 
teen colors. The range of colors 
includes pastel shades and _ black. 
They have also issued a book of 
plain and embossed gold papers. 


Parchment Papers: The Royal Card 
and Paper Co. of New York have 
issued a booklet of parchment papers 
in rainbow colors. Samples are 
shown in seven colors—gold, silver, 
red, yellow, white, green and lilac. 


The Du Pont Cellophane Co., Inc. 
of New York has recently issued a 
thirty-six page booklet. This booklet 
covers the manufacturing and the 
uses of Cellophane and is illustrated 
with numerous pictures showing Cello- 
phane as it is used in wrapping nation- 
ally advertised products. 


Tapestry Cloth: The C. R. Whiting 
Co., Inc., of Newark, N. J., has 
issued samples of a new crystalline 
product. This is made on a cloth 
base and is an imitation of a tapestry 
effect in waterproof coating. While 
the surface of the material is raised 
similar to an embossed fabric, the 
interesting feature is that the ma- 
terial is not embossed but the effect 
is obtained by a natural process of 
crystallization. This product is 
being marketed under the trade name 
of ‘‘Spartex.”’ 
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Hand or Machine Cartoning?’ 


A Consideration of the Increase of Production and Savings in 
Packaging Cost Effected by the Installation of Modern 
Machinery Methods 


ANY industries employing car- 

tons are at some time faced 
by the necessity of deciding between 
the continuation of cartoning by 
hand or the installation of modern 
cartoning machinery. This is par- 
ticularly true of industries in which 
there has been a steady, slow growth 
in the volume of sales. Gradually, 
in fact almost imperceptibly, the 
business outgrows the capacity of the 
packaging plant and it becomes neces- 
sary to find some method of reducing 
costs and speeding up production. . 

The economy of the change from 
manual to machine methods is of 
utmost importance. Will the in- 
stallation of machinery materially 
reduce the cost of packaging? What 
will be the actual savings in dollars 
and cents? Will the installation of 
machinery pay for itself? And, if so, 
in what length of time? Perhaps 
no better way of answering these 
questions exists than by an accurate, 
verified survey of the savings ef- 
fected by manufacturers who have 
already modernized their packaging 
plants. 

About three years ago a manufac- 
turer of a widely-known drug product 
installed a type CL, Model I, Serial 
No. 6, Codrington solid product 
cartoning machine. This machine is 
manufactured and sold by the Na- 
tional Packaging Machinery Co., of 
Boston, Mass., and was selected be- 
cause of its flexibility and the ease 
of adjustment to the various sizes of 
bottles used. This product is bottled 
in the following sizes: 

3 ounce, 21/16 x 2'/16 x 4'9/16 

One-half pound, 2°/3 x 2°/s x 6%/s 

One pound, 3'/4 x 3'/4 x 73/5. 

The machine is simple to operate, 
one girl being in charge and having 
little to do other than keeping the 
machine supplied with cartons, wrap- 
pers and folders except occasionally 
when a flap gets caught. An un- 
skilled mechanic oils the machine 
and makes all adjustments for the 


size of the carton. Bottles are filled, 
corked and labeled by machines, 
and are delivered to the cartoner by 
a metal cup type of conveyor which 
is part of the cartoning machine. 
The cartoner automatically opens 
the carton by means of suction de- 
vices, wraps the bottle, inserts it, 
folds down the flaps and applies glue. 
The filled carton passes to a conveyor 
so designed as to hold down the flaps 
until the glue is dry, and then de- 
livers them to a packing table. 

The cartoner operates at a speed of 
35 bottles per minute. The average 
output over the period of a day for the 
3-ounce size is about 90% of this 
figure, and for the one-half and one- 
pound sizes about 75%. ‘This dif- 
ference takes into account all delays 
due to flaps catching in the machine 
and readjustments for changed size 
of carton. 


_ Cost of Operating 
Annual charges 
Depreciation—(cost plus in- 
stallation expense) $6500 
xX 10% $ 
*Average interest at 6°%— 
11/10 « $6500 X .06/2... 
Annual allowance for repairs 
and repair labor 
(Actual annual repair cost 
thus far has averaged less 
than $100.00) 


650.00 
214.50 
150.00 


Annual fixed charges cover- ————-- 
ing above items.......... $ 1014.50 
Daily Costs 
Fixed charges per day— 
$1014. 50 by 210 days... .. 
Overhead charge covering 
labor for adjustment and 
cost of injured cartons... .. 
Lubrication cost (oil and 
MN Se seats Seie-c die Sas Fave 
Cost of glue 
Power cost—0.8 X 8 hours at 
LR ee ee 


Total daily machine cost.... 
Daily operating labor 


Total daily machine and 
CS rea 


Unit Costs 
Without labor—$6.44 
vided by 14,360.......... 
With labor—$9.64 divided 
by 24,2600.......:655..3.., 90. O0G@671 
* Allowing for interest earned by de- 
preciation reserve. 


di- 
$0 .000448 
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Savings Effected by Codrington Solid 


Product Cartoner. 
Daily Cost by Former Hand Methods 
Labor—7 girls X 
8 hours at 
de $18.67 
.60 


Total of above........ $ 19.27 


Daily Cost with Codrington Cartoner 
For same production 9.64 


Saving 
Per day (average)......... $ 9.68 
Per year (average) $2022.30 
Per cent reduction in cost........ 50% 
Net annual return on investment. .31°% 


The breakage of the bottles is 
small. At times the machine is in 
service continuously for eight hours 
without breaking a single bottle. 
After a little experimentation at the 
time the machine was installed the 
necessary adjustments for trouble- 
free operation were made and it has 
since performed successfully. 

Machine packing has improved the 
appearance of the product in addition 
to reducing cost, both factors of no 
small importance in merchandising. 
To dispense with cartons would be 
out of the question as the present 
package is more easily and safely 
handled by dealer and customer, and 
is therefore more saleable. ‘These 
advantages are obtained at low cost 
with the installation of modern 
cartoning machinery. 


*A Survey made by The A. C. Nielson Co., 
Chicago. 


A Correction 


HROUGH an oversight, mention 

of the Munro and Hartford Co. 
of New York was omitted from the 
article “Shall the Package Be Used 
in Car Card Advertising?’ published 
in the January issue of MODERN 
PACKAGING. As several of the car 
cards used to illustrate this article 
were supplied by this company it is 
desired that full credit be accorded 
for material used.—The Editor. 


Bottling and Packaging Ma- 
chinery: The Karl Kiefer Machine 
Co., of Cincinnati, Ohio, have just 
issued a new catalog illustrating 
conveyors and conveying systems for 
bottling and packaging plants. It 
contains full information on the 
construction and uses of each type 
of machine as well as photographs 
of the systems in actual use. 
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eee URERS who pack their prod- 

ucts in tubes of Aleoa Aluminum— 
the Safety Metal—enjoy these definite ad- 
vantages: the ideal combination of high 
strength, great flexibility and light weight; 
the non-contaminating character of 
Aluminum; exquisite printing and finish- 
ing qualities; ease of filling. 


This unusual combination of charac- 
teristics naturally gives the impression 
that these better tubes must be more 
expensive than others. Surprisingly, 
they are not! On-the contrary, Alcoa 
Aluminum Tubes effect very consider- 
able economies—both in cost and in 
packing and shipping expense. 


To packers who desire information about Alcoa Aluminum Tubes we offer 
the technical knowledge of our laboratory force. This service 
entails no cost or obligation. It is yours for the asking. 


ALUMINUM COMPANY OF AMERICA 
2485 Oliver Building, Pittsburgh, Pa. 


Offices in 19 Principal American Cities 


>| 
& 


ALUMINUM IN EVERY ALUMINUM COMMERCIAL FORM 
> 
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Copyrighting Package Features 


HE ‘more extensive and the 
“[ or conspicuous becomes the 

use of the package as an instru- 
ment of merchandising, the more 
valuable grows the business good-will 
bound up in the familiar and recog- 
nizable package. When the con- 
suming public comes to specify- 
by-package in buying and to verify 
the origin or identity of purchases by 
package appearance, the packer is 
justified in regarding the “person- 
ality’ of his package as his most 
precious intangible asset. Given this 
appraisal, it follows that the estab- 
lished package design needs protec- 
tion and insurance. 

Due to sheer multiplication of 
varieties of packages, no less than to 
the sharpening of competition in all 
lines of packaged goods, there is 
ever-increasing need for safeguards 
against package imitation and in- 
fringement. More to the point, it is 
highly desirable that the protection 
shall be preventive rather than re- 
medial. So large has become the 
field of packages and so rapidly come 
the additions, that no business ex- 
ecutive can hope to keep tab on all 
newcomers as they arrive. Thus, it 
is entirely possible for a simulative 
or duplicating package to gain con- 
siderable distribution ere the pioneer 
user of the type of package is 
even aware of the presence of the 
“double.” 

In this alarm that reminiscent 
packages are crowding and overlap- 
ping one another, it is only fair to say 
that much of the duplication or near- 
duplication is unconscious or unin- 
tentional. This innocence of malice 
does not, however, prevent or cure 
the confusion in trade which is so 
apt to result from double-tracking of 
package design. ‘The originator of a 
package pattern needs protection 
no less from after-sharers of the same 
inspiration than from the most con- 
scienceless pirate. To deal with the 
latter the package creator needs 
authoritative recognition of property 
rights that will put the poacher to 
rout if, indeed, it does not deter him 
from trespassing at all. To _per- 


suade the unwitting interloper to 
withdraw, the prior packager at least 
requires conclusive proof that he was 
first to adopt and use the coveted 
package dress. 

Protection for packages, that looks 
to the future as well as the present, 
needs to be national or countrywide 
in scope. Even if a packager is, for 
the time being, confining his opera- 
tions to a single state or, perhaps, to 
one locality, he cannot say when or 
how rapidly he may wish to extend 
his distribution. Or, even if he 
foresees no larger destiny for his own 
enterprise, he might find it uncom- 
fortable were package twins, originat- 
ing afar off, to come to the very 
borders of his walled market. And 
they could approach that close before 
the common law of unfair competition 
would stop them. 


EVERAL forms of actual and 

anticipatory protection for pack- 
age features are obtainable, for long 
periods and at nominal cost, from 
the Federal Government. All busi- 
ness men know these legal shelters 
by name. ‘Copyrights,’’ “‘trade 
marks,” and ‘‘patents’’ are the terms 
expressive of the several agencies to a 
common end. But, despite the 
familiarity with the designations, a 
large proportion of the packaging 
industry has actually a vague and 
hazy idea of the nature and functions 
of these mediums of protection. In 
some instances the terms above-men- 
tioned are used interchangeably.’ To 
make matters worse, they are mixed 
up indiscriminately with such terms 
as ‘‘brands,”’ “‘labels,’’ ‘“‘trade names,”’ 
etc. 

At the Trade Mark Division of 
the U. S. Patent Office, which latter 
is, in turn, a branch of the Depart- 
ment of Commerce, there is a copy- 
right annex which receives copy- 
rightable prints and labels that are 
designed for use on or in connection 
with articles of manufacture. It is 
through this channel that packagers 
must seek copyright protection for 
most of their package features. For 
the outer ‘“‘dress’’ of a package, even 
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unto a complete wrapper or the carton 
blank in its entirety, is usually rated 
as a “‘label,’’ provided it bears read- 
ing matter or pictures that “‘de- 
scribe” the package contents, as 
required by the law and the regula- 
tions. In some respects this copy- 
right at the Patent Office is liberal 
and elastic in its requirements. But 
it is a mistake to assume that there 
is waived entirely the artistic re- 
quirement that is so conspicuous in 
the case of general copyright. It is 
no easier to obtain entry at the Patent 
Office than at the Library of Con- 
gress for a package lay-out that is 
merely an example of the typesetter’s 
skill, instead of the product of a 
designer. 

The muddle in some minds per- 
turbed over package protection is 
made the worse by the fact that many 
folks, including some officials, speak 
of ‘registering’ labels when they 
mean copyrighting at the U. S. 
Patent Office. Strictly speaking, it is 
only trade marks that are registered. 
And. a technical trade mark is re- 
quired by law to be the opposite of a 
copyrightable label in that it must 
identify an article without describing 
it, whereas the label must describe the 
article to which it is attached. 
Given this sharp distinction, it fol- 
lows that a registrable trade mark, 
standing by itself, cannot be copy- 
righted as a label, even if it be the 
only inscription on the outside of a 
package. But it is entirely possible 
to copyright a label in which a trade 
mark is one of several features. 
Indeed, there have been instances 
when a trade mark, included in a label 
composition, supplied the artistic 
qualification without which the label 
would not have been eligible. 

Roughly sketched, the U. S. copy- 
right system might be described as 
Federal machinery for granting 
monopolies of use to the creators 
of artistic and intellectual produc- 
tions. 

Most of the popular mystification 
which has arisen with respect to 
copyrights is due to the circum- 
stance that many persons do not 
undérstand that there are two sepa- 
rate and distinct species of copy- 
rights, handled through different 
clearing houses at Washington. 
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New Container for Milk 


A new, sealed, waxed milk con- 
tainer has been introduced by 
the Sealed Containers Corp. of New 
York City. This container is cone- 
shaped and made out of spruce 
fibre, paraffined. It is claimed to be 
durable, light (1'/2 ounces), leakproof 
and airtight. It is positively sealed, 
cannot be tampered with and the 
date of filling is stamped on the seal. 











Containers are filled, sealed and stamped 
with date by one machine 


Because the container is made 
new, sterilized, filled and sealed right 
in the milk plant, it brings to the 
consumer fresh, sweet milk in a com- 
pletely sterile container, protected 
against all tampering. It eliminates 


Machines making and sterilizing sealcones have a capacity of 50,000 
new Containers in eight hours 
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washing of bottles, deposits on 
bottles, and handling because it is 
thrown away when empty. No one 
except the user ever gets milk from it. 
The ‘‘sealcone’”’ container is filled 
with milk at a temperature of 33 to 
35 degrees fahrenheit. This is so 
far below the temperature at which 
bacteria begin to flourish (40-50 
degrees) that the milk in “‘sealcones”’ 
is really pure. 

The machinery for making “‘seal- 
cones’”’ comprises one continuous 
process for the complete operation of 
forming, sterilizing, cooling, and fill- 
ing them with milk, and then posi- 
tively sealing and passing them for- 
ward for packing and delivery to the 
cold room. 

The machinery equipment is di- 
vided into three units: the forming 
machine—the paraffining machine— 
the filling and sealing machine. 
These three units are positioned so 
that the complete operation of mak- 
ing, filling and sealing the package is 
continuous from the time the paper 
blank is fed into the manufacturing 
machine to the point where the filled 
bottle of milk is discharged to the 
conveyor which takes it to the 
packing table. 

The special 
paper blanks or 
sides, die-cut to 
proper shape 
and size to 
make quarts, 
pints or half- 
pints are de- 
livered ready 
for use with the 
desired _ print- 
ing of name 
and address of 
dairy, grade, 
and any spe- 
cial design. 
These bottle 


blanks are cut to exact size and hence 
always make uniform-sized bottles. 
The day on which the “‘sealcone’’ 
bottle is filled can be, if desired, 
printed on the bottle together with 
the hours of processing, although the 


Sealcone printed with name of company 
and other advertising matter 


day of pasteurization is preferably 
stamped on the metal seal as it is 
placed on the filled bottle. 

Special advertising matter can be 
printed on “sealcones” at trifling 
cost. It is difficult to estimate the 
value of such advertising in dollars 
and cents but obviously special ad- 
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HILLSIDE, N. J. 


chug a chug,...a chug! 


... any product accepted, as rapidly as it is 
produced, . . . over a period of years, . . . without 
intensive sales efforts, ... assuredly has merit. 
We assume we will increase production 10 to 15 
million, ... for 1929 ... with less than 10 ac- 


tobi 


President 


counts. 


P. S. ... practically all through account growth. 











Two filled containers weigh only 7 oz. more 
than one glass bottle 


vertising matter printed on the 
‘‘sealcone’’ container, in addition to 
the firm name and legally required 
data, is very valuable. 

The forming machine is fed with 
the desired-size paper blanks and 
forms them into a cone-shaped tube 
fastened together on the outside by a 











Two delivery cartons occupy less space than 
one wooden case 


special sealing strip. The construc- 
tion of these tubes by overlapping 
of the side edges prevents any portion 
of the sealing strip from coming in 
contact with the contents. After 
the cone is formed it is automatically 
fitted at the larger end with a cup- 
shaped circular disk which in turn is 
tightly spun into a firm position, 
forming a solid, liquid-tight bottom. 
From the forming machine the 
formed ‘‘sealcones’’ pass to the paraf- 
fining machine. This apparatus au- 
tomatically and completely impreg- 
nates the containers with super- 
heated refined paraffin wax. This 
tasteless and in- 
soluble in milk. The treatment in- 
side and out make ‘“‘sealcones’’ com- 
pletely leakproof, airtight and sterile. 


wax is odorless, 





On leaving the paraffin bath the con- 
tainers are automatically cooled, and 
protected from contamination, so 
that they are conveyed immediately 
and directly to the filling machine 
completely fresh, clean and sterile 
at the time of filling with milk. 

The combined filling and sealing 
machine is unique in that it auto- 
matically fills the exact legal measure 
of milk desired—quart, pint or half- 
pint, according to the size of ma- 
chine—with no foaming over or 
spillage, thus eliminating any waste. 
From the filling stations on the ma- 
chine the full container is conveyed 
to the sealing station. Here the 
special rust-proof metal seal is se- 
cured in position under great pres- 
sure and positively seals the con- 
tainer against any possible tampering 
with the contents. The seal itself 
comes in contact only with the out- 
side top edges of the container and 
does not come in contact with the 
milk in any way. It is a positive air- 
and liquid-tight seal which cannot be 
removed and then replaced. Its use 
completely eliminates the necessity 
of using so-called sanitary caps or 
hood and ring caps on special grades 
of milk. It therefore is a further 
factor in the economy effected by the 


“sealcone system.’ At the same 
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time the seal is placed on the con- 
tainer, the day of pasteurization is 
automatically stamped on the metal 
seal itself, adding yet another ele- 
ment of safety to both the distribu- 
tor and consumer. 

From the filling and sealing ma- 
chine an automatic conveyor carries 
the filled and sealed containers to a 
central packing table where they are 
nested, as shown in the illustration, 
in corrugated paper boxes or cartons. 
The corrugated cartons provide an 
extra insulation and keep ‘‘sealcones”’ 
clean and dry until delivered to the 
consumer. Packed in this way, 
“sealcones’’ need no artificial refriger- 
ation whatever. The filled cartons 
can be placed directly on delivery 
trucks or go into the cold room where 
they can be kept at the desired tem- 
perature until time of delivery— 
dry and clean. All danger from 
contamination from dirt, ice, etc., is 
thus eliminated. 

These delivery cartons are of a 
special design and construction but 
can be made by any corrugated box 
manufacturer, and in practice it has 
been proved that, properly handled, 
they will give from four to five round 
trips each, thus making the cost per 
quart delivered an almost insignifi- 
cant item. 





New Development in Labeling 


A new bottle and package labeler 
that maintains the machine 
speed of their single and double 
labelers but produces twice the num- 
ber of perfectly labeled packages 
has just been announced by the 
McDonald Engineering Corp., 220 
Varet St., Brooklyn, N. Y. 

The new labeler is a development 
of their standard 
straight line labelers 
wherein a manufac- 
turer asked for 
double the output of 
a one-spot labeled 
bottle without an in- 
crease in the ma- 
chine speed. This 
was answered by 
doubling up on the 
gumming, label 
applicators and 
smoothing arms and 


these machines are delivering one 
hundred and twenty labeled bottles 
per minute regularly with the ma- 
chine turning over a speed of sixty 
per minute. 

The McDonald Engineering Corp. 
also have this machine developed for 
applying two labels simultaneously 
on the same principle. 





Labeler effecis economy of floor space 
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Railroads 


at Your Service 


DETROIT 
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RAITROADS OUT OF MONROE 


and divect connections with 


OTHERS AT TOLEDO. 











Prompt delivery of Folding Paper Boxes, 
Solid Fibre and Corrugated Shipping Cases, 
has played an important part in the growth 
of the Consolidated Paper Company from a 
capacity of 6 tons of paper per day to our 
present daily capacity of over 700 tons. 











CONSOLIDATED PAPER COMPANY 
MONROE, MICHIGAN 
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Improved Powder Fillers 


 Speame YWING closely on the an- 
nouncement of its new tube filling, 
closing, clip-forming and attaching 
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Filler for dry products 


machine, the F. J. Stokes Machine 
Co. of Philadelphia has brought out 
a new and improved powder filler. 
The new machine is said to be in the 
same class with the tube filler for 
efficiency and economy of operation. 
Large production, compactness, sim- 
plicity of operation and quiet are 
among its many points of excellence. 

On this machine thirty to forty 
containers. per minute can be ac- 
curately filled, firmly capped and 
automatically discharged. 

The filling mechanism itself is of 
the auger type, very successful in 
previous Stokes models, but the 
agitator has been modified to give a 
very slow motion, thus insuring a 
uniform feed. Adjustment for fill is 
conveniently made just inside the 
door on the housing. 

There is a positive conveyor for 
cans and a mechanism for holding 
them against the lower part of the 
auger to allow the air to flow out 


without spillage of powder. A ‘‘no 
can—no fill” control prevents the 
discharge of powder when no con- 
tainer is in the filling position. This 
saves material and 
prevents a soiled ma- 
chine. 

The conveyor, ad- 
justable in height, can 
be easily changed to 
handle containers of 
different sizes or can 
be removed entirely. 
Agitator and auger 
drive gears are en- 
closed in a dust- and 
oil-proof housing. 

A capping attach- 
ment fastens push 
covers firmly on the 
cans after which they 
are automatically dis- 
charged. 





AUXILIARY 
HOPPER 
FEED 
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New Net Weight 
Filler 
HE machine il- 
lustrated is man- 
ufactured for filling 
cans, cartons, bottles 
or other containers 
with liquid product. 
It is equipped with 
a weighing unit that 
has been marketed 
before and has been 
reported by users to 
have given complete 
satisfaction. ‘The machine is smooth 
in action and all mechanical parts 
are exposed for ready inspection and 
repair. A shaker is attached to 
settle goods in containers after they 
are filled in instances where the bulk 
is large enough as it comes from the 
weigher to warrant such an attach- 
ment. 
This machine is capable of a 
weighing range from one-fourth ounce 
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to five pounds. Transmission is 
roller chain with machine-cut 
sprockets. No oil is required above 
the line where danger of contamina- 
tion exists; below the line the lubri- 
cation is alemite. To facilitate ac- 
curate weighing a separate motor is 
furnished for the weigher so that 
any impedance because of mechanical 
drag in the can handler will not affect 
the weights. Motors are small, being 
one-fourth H. P. or less and connect to 
light sockets. One G. E. double pole 
tumbler type switch controls both. 

Time of installation is about two 
hours since the entire outfit is 
integral, motors, transmission and all 
being practically one machine. 

The machine is equipped with an 
automatic device which stops the 
machinery if a container is missing. 
It cannot start again until the missing 
can or other container is supplied. 


Net weight filler 


In a like manner if the material 
from the supply gives out the ma- 
chine will automatically halt, thus 
avoiding the passing of empty con- 
tainers. 

Floor space is 5 x 6 ft.; height varies 
according to the type of material 
being filled. 

This machine is made and sold by 
the Scale and Machinery Co., 718 
Greenwich Ave., N. Y. 
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Cap Seating Machine 


HE National Packaging Machin- 

ery Company of Boston, Mass., 
has recently perfected and put on the 
market a can cap seating machine 
which seems to be meeting a certain 
demand in several directions due to 
the growing use of cans having inset 
friction caps of various shapes. 

This machine has an automatic 
safety at the intake so that cans 
may come to it in a solid phalanx or 
at any irregular intervals without 
chance 
of dam- 
ag e. 
The cap 
seating 
plunger, 
while 
really 
power- 
ful, may 
be ac- 
curately 
adjusted 
to any 
desired 
depth of 
stroke. 
The ma- 
chine 
can be used for seating two slip-cover 
caps simultaneously in the same 
pocket in the rotary turret at an 
120 per 











Cap seating machine 


aggregate production of 








Brightwood box forming machine 


minute. These were small sample 
cans which were square with round 
corners. The edge of the cap was 
driven down on a bead which held it 
in place by friction. 





The accompanying illustration 
shows one of these machines with 
four sizes of cylindrical cans together 
with the interchangeable parts re- 
quired for the machine. 

This company has also produced 
several new adaptations for their 
line of Brightwood paper box forming 
machines. The newest development 
is an adaptation for this machine 
to set up from previously printed, 
cut and creased flat blanks of bender- 
board boxes having eight instead of 
the usual four sides. This arrange- 
ment lends itself to the packing of 
pies, candies and other products. 

Another development is the attach- 
ment to the Brightwood ice cream 
pail forming machine, which feeds 
the blanks from a pile and inserts 
and glues a tape handle. When 
operated independently it is used for 
folding boxes for animal crackers, 
candies, etc. It may even handle 
blanks for cornucopias. 

The illustration accompanying this 
article shows the attachment for the 
latter purpose. 


Customs Regulations for 
Packages 


(Continued from page 52) 


packages and on invoices are con- 
cerned, and, accordingly, exempt from 
the application of those regulations: 

Fruits (not canned) 

Edible nuts 

Butter of all kinds 

Eggs 

Cheese 

Fish (not canned) 

Fresh and smoked meats 

Lard 

Vegetables (not canned) 

Milk and cream 

3. Shipments arriving in packages 
by parcel post are not so subject. 

4. Imported goods contained in 
one package only may be entered at 
customs and delivered provided the 
package is sent to examining ware- 
house for examination and appraisal, 
is properly described on the waybill, 
the contents are fully described on 
the invoice, and the package has the 
name and address of consignee or 
consignor legibly imprinted thereon. 

5. Shipments of goods in large 
quantities of packages in respect of 
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which each. package contains similar 
goods of the same quantity and 
value for the same consignee and 
each package having thereon words 
describing the goods and the invoice 
using the same words in describing 
the goods, the regulations will be 
deemed to be complied with if the 
following notation is shown in the 
marks and numbers column on the 
invoice, ““Marks on packages corre- 
spond with the terms used in the 
column herein headed ‘Quantities 
and description of goods’.”’ 

6. Goods shipped in bulk, not 
being in packages, but merely wire 
bound, tagged or fastened together in 
lots, are not required to be marked, 
but the number of pieces, bushels, 
bundles, etc., must be shown on the 
invoice. 

7. Agricultural implements and 
machinery, or machinery parts, may 
be regarded as bulk shipments except 
when in packages, when invoices are 
required to show the number and 
description of the packages. 

Packages imported by express are 
required to comply with these regu- 
lations, and, in addition, to have 
thereon the name and address of the 
shipper and of the consignee, as well 
as the value of the contents. 


NNOUNCEMENT has __ been 

made that the Du Pont Cello- 
phane Co. has purchased the busi- 
ness of Capes-Viscose, Inc., manufac- 
turers of cellulose caps for sealing 
bottles. This change will make avail- 
able to Capes-Viscose customers, the 
manufacturing facilities of the Du 
Pont Cellophane Co. and its staff of 
chemists and technical men. H. S. 
Fisher, formerly sales manager of 
Capes-Viscose, will continue as sales 
manager of that branch of the busi- 
ness with the Du Pont Cellophane 
Co., with headquarters at their main 
office at No. 2 Park Avenue, New 
York City. 


ILLIAM S. Scull of Camden, 

N. J., has completed negotia- 
tions for the acquisition of George 
C. Buell & Co., Rochester, N. Y., 
leading coffee roasters of Northern 
New York State. 
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for Filling, Preserves 
Jellies, Jams 


Work done cleanly by accurate 
measure. 





Settings for different size jars 
made in 10 minutes. Machine 
cleaned in 15 minutes. Nothing 
to take apart. 





Simple, easily understood and 
taken care of. 


Its recommendation is that of 90% 
of the preservers. 


Write for catalog 


The Karl Kiefer Machine Company, Cincinnati, Ohio 


London Office; C.S. duMont, Windsor House, Victoria St., Westminister, S.W.I. 











LABELERS 


Keeping step with national dis- 
tribution for 
CHEEK-NEAL 
Day in and day out Maxwell House Coffee 


must go to market to satisfy the unusual de- 
mands of the American Public. 


Of course, BURT LABELERS play a prominent 
part here. 


BURT MACHINE COMPANY 


Main Office and Plant, BALTIMORE, MD. 





Waxed Papers* 


AXED papers (sometimes called 
paraffin papers) are of three 
types: 

1. Dry Waxed Paper in which the 
fibres have been saturated with pure 
paraffin wax but which carry no wax 
on the surface, thus being called ‘“‘dry 
waxed’’ because of the nature of the 
sheet. 

2. Full Waxed Papers—Here in 
addition to the wax which saturates 
the fibres, there is also a coating of 
wax on the surface of the sheet but 
not enough to make heat-sealing 
readily possible. 

3. Self-sealing Waxed Papers— 
Here we not only have the fibres sat- 
urated and a coating of wax on the 
surface but there is sufficient excess 
wax on the surface to make it possible 
readily to heat-seal the sheet around 
the package by means of momentarily 
melting the wax and maintaining a 
slight pressure until the melted wax 
has again set, forming a seal. 


*Courtesy Kalamazoo Vegetable Parchment Co. 


Dry waxed papers are good 
“twenty-four hour sheets’’ and admir- 
ably suited for use by delicatessen 
stores, groceries and meat markets as 
a covering and wrapping for moist 
and greasy products which require 
protection only for a short period of 
time. They are not nearly as airproof 
as self-sealing waxed papers, but un- 
like the former, can be formed into 
bags by the use of various common 
adhesives. 


ELF-SEALING waxed papers are 
airproof and when wrapped 
around any product, especially food 
products, either prevent moisture, 
odors, etc., being absorbed by the 
package product or prevent the 
moisture, aroma, flavor, etc., al- 
ready in that product from escaping. 
Other advantages are the protec- 
tion afforded the packaged product 
against insect infestation. Insects of 
all sorts seem to have a particular 
aversion for paraffin wax and seldom, 
if ever, bore through a sheet of self- 
sealing waxed paper. It is also an 
insulator, preventing rapid tempera- 
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ture changes in products wrapped in 
it. Besides keeping food products 
clean, it strips well from many sticky 
products such as candy and mince- 
meat. In the packing house it is the 
best preventative against ‘freezer 
burn.” 

Waxed paper, unlike vegetable 
parchment paper, is neither water- 
proof nor greaseproof, but as pointed 
out, self-sealing waxed paper is air- 
proof where parchment is not. 

Waxed paper both in experiment 
and actual use has demonstrated its 
higher protective value. Wheat 
Flakes kept in cartons not protected 
by waxed paper lose all their crispness 
and become tough. When kept in 
cartons lined or wrapped with waxed 
paper, they remain in the same fresh, 
crisp, appetizing condition in which 
they leave the factory. 

The H. J. Heinz Co., as a result of 
tests in which various types of pack- 
ages for Rice Flakes were exposed to 
moisture, decided in order to keep 
the flakes fresh and crisp, both a liner 
of waxed paper inside the carton and 

(Continued on page 70) 




















ONE OF THE WORLD'S 


MOST FAMOUS TRADE MARKS 


IS PROTECTED BY USING 
MIKAH 


PICK UP, LAP END, BOTTLE LABELING AND CASE SEALING GLUES 


IT IS EASY TO HAVE YOUR PACKAGE LIVE UP TO ITS NAME BY USING 
PRODUCTS THAT ARE THE STANDARD OF THE LARGE MAJORITY 
OF NATIONAL ADVERTISERS. 


National Adhesives Corporation. 


SUCCESSOR TO 


NATIONAL GUM & MICA CO.—THE GLUCOL MFG. CO.—DEXTRO PRODUCTS Inc. 


Executive Offices: 820 Greenwich St., New York, N. Y. 


The largest producers of packaging glues in the world. 


7 Factories and 21 Warehouses to serve you. 
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Color is “It” 


Shrewd advertisers 
know that the liberal use 
of color quickens turn-over 
and increases sales... 
for color attracts, 
entices, appeals 


ost 


Refer your Packing Problems to 


THE CENTRAL LITHOGRAPH COMPANY 


Main Plant & Office—Cleveland, Ohio 
——— Office—1001 Commonwealth Bldg. 


= ONE MILLION” 
EV avacen 


SMOKING MIXTURE # If you ever figured out how many pairs 

of eyes looked at your cartons and 

display containers in the course 

of one day, you would insist 

that they get your sales 
message—instantly. 


NN Continental 
a Cartons Do! 



























































Producing 

tuck-in car- 
tons, seal end 
cartons and, in fact, 
all styles of cartons of 
precision that enable your 
automatic machinery to oper- 
ate at its normal capacity. 


CONTINENTAL 


FOLDING PAPER BOX CO., Ine. 
RIDGEFIELD NEW JERSEY 





Packaging Paper Napkins 


ANY methods of packaging have 
been employed in merchandising 
paper napkins. The usual method 
is in flat bundles held together with 
paper tape. A few manufacturers 
have bundled them folded in four 
and wrapped in 
transparent paper. 
Counter display 
in both cases has 
frequently _ re- 
sulted in mutila- 
tion or soiling of 
the napkins be- 
fore they reached 
the customer. 
Realizing the 
inadequacy of 
both of these 
methods, the Tis- 
sue Company of 
Saugerties, N. Y., 
decided to market 
their product in 
packages. A new 
line of brocaded napkins developed 
in pastel shades was plannedand a con- 
tainer in keeping with the quality and 
novelty of the product was designed. 
The package is a folding box 
seven inches square and one and one- 
half inches deep. It is decorated in 


a geometric design in pastel shades 
of pink, green and yellow. A pic- 
ture of the product in use in home 
surroundings is sketched on the lower 
left corner of the box and a scal- 
loped label in the upper right corner 


Courtesy of Fort Orange Paper Co. 


Daintiness of the product suggested by container 


describes the contained product. 

The container not only assures the 
customer of fresh, unmussed paper 
napkins but aids the retailer in 
arranging displays. The box itself 
is decorative and in keeping with the 
quality of the product. 





Waxed Papers 
(Continued from page 68) 
an outer waxed paper wrapper sealed 
around the carton were desirable. 


ROUND coffee packaged in wax- 
wrapped cartons retains the vola- 
tile oils which give it flavor and aroma. 


Waxed wrapped cartons containing 
calcium chloride, a chemical which 
greedily absorbs moisture, stays dry 
and hard while unprotected packages 
become soggy, wet and soft. When 
bread wrapping was a new thing, tests 
were run, showing unwrapped bread 
lost as high as 17% of its weight in 
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moisture and became very stale and 
unsaleable by the end of the second 
day after baking. Wax-wrapped 
bread lost only 1 or 2% and remained 
saleable four or five days after baking. 

These are but a few instances of 
the protective value of waxed paper. 
More and more manufacturers are 
taking advantage of it. The sanitary 
appeal and value of wax-wrapping is 
obvious. 


HE merger of the Robert Gair 

Co. of New York and the Warner 
and Childs Co., Inc., of Medford, 
Mass., has been announced. 

The Robert Gair Co. now pro- 
duces corrugated board products at 
the parent plant at New London, 
Conn., and the recently acquired 
factory of the Interstate Corrugated 
Box Co., Inc., of Brooklyn. Its 
jute liners are manufactured at the 
Thames River Division, New London, 
at the Tonawanda Division, Tona- 
wanda, N. Y., and its straw paper is 
supplied by the Quincy Division, 
Quincy, Ill. The folding carton plant 
and box board mills are located at 
Piermont, N. Y., and Haverhill, 
Mass. 


LL orders placed by a well-known 

New York hardware firm have 

stickers on them, with the following 
request for better packing: 

“Improve your packing. It is very 
important to us to have the merchan- 
dise reach the dealer's shelf in proper 
condition. You can help us if you 
will see that your merchandise is 
packed in containers heavy enough 
to stand freight.”’ 











command attention. 


and perfectly printed. They are your best salesmen. 


Sketches gladly furnished. Try us on your next order. 
PARCHMENT INSERTS, COOKIE SEALS, CAKE BANDS 


AND EMBOSSED SEALS. 


Your products or packages labeled with Lambooy labels will 
They are always attractively designed 


2135 PORTAGE STREET KALAMAZOO , MICH. 


y, Ihc LAM BOOY LABELAND WRAPPER CO. 
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Products 
packed in 


Master Metal Cartons 


LOOK BEST 
KEEP BEST 
SELL BEST 








“A: Container Department 


MASTER META] Revnotps Metars Company 


INCORPORATED 


a. 


CARTON ; DIVISION OF \ / 
METALS CO. Unirep States Fort COMPANY ee 
ww) LOUISVILLE, /> i i 

vA Brooklyn Louisville. Ky. san Francisco of Quality 


LABELS 
AND CARTONS 


WILL HELP SELL YOUR PRODUCT 


ket us he your Package (ounsellors 


ABOUT BRAND NAMES 
It is unsafe to adopt a new brand name without first making a 
thorough investigation to ascertain whether the name is already in 
use. Consult our Trade Mark Bureau. The service is free. 


The United States Printing & Lithograph Co. 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech St. 101 N. 3rd St. 28 Covington 
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The Bunn 
Package Tying 
Machine 


Used in every line 
of industry. 


Our double wrap 
machine insures 
tightness. 


Our Turntable ma- 
chine automatically 
ties boxes both ways 
in one operation. 


Ranges in size from very small packages, 
up to large bundles of set-up boxes. 


Ten-day free trial in your plant 
Manufactured, Sold and Guaranteed by the Inventors 


B. H. Bunn Co. 


7329-31 Vincennes Ave. CHICAGO 
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Bottom Sealer in Operation 


Very rigid and simple in construction, nothing mechani- 
cal to get out of order, any boy or girl can operate. 


These machines can be built in combinations with one 
or more bottom sealing units, and with one or more top 
sealing units as desired. 


WRITE FOR PRICES, 
TERMS, ETC., TODAY 


THE HARMON SEALER 
628-30 Jackson Blvd. Chicago, III. 


THE HARMON SEALER 


Particularly designed for the users of corrugated 
and fibre shipping containers, with a capacity 


up to 1500 containers per day. 


Top Sealer in Operation 
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IBRE CANS 


of Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 





Y Red Ink or Black? 


Quarter-ounce overweights accumulate into 
stupendous losses. Figure these in dollars 
and cents and the tremendous totals will 
surprise you. 


But, as thousands of manufacturers 
have learned, ““EXACT WEIGHT’ SCALES 
eliminate overweight. They cut -down pack- 
ing costs by saving operators’ time. They 
turn red figures into black on your ledgers. 
By making accurate weighing EASY they en- 
list the co-operation of your employees. By 
making overweight VISIBLE .... and there- 
fore inexcusable, they will save you real 
money. 


Let us send descriptive literature 

.. or better yet, one of our field 
engineers to tell you the complete 
story. 




















The 


TO 
pwo! Rin, 


HOTEL 


The Newest in Cleveland, Ohio 


You will enjoy your stay 
at the Auditorium Hotel. 


300 Comfortable Rooms 
$2.50, $3.00 and $4.00 


In the heart of Cleveland’s theater 
and business districts and 
overlooking Lake Erie. 


W. H. BYRON, Manager 
East 6th and St. Clair Ave. 








“EXACT 
WEIGHT” 
SCALES 




















THE EXACT WEIGHT SCALE Co. 
1301 W. Spring St., Columbus, O. 
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The Improved Evers Box Machine 


For Making Two-Piece Glued End 
Telescope Boxes from Creased Blanks 


BETTER BOXES—LOWER COST 


CAPACITY 200 COMPLETE BOXES PER HOUR 
Ranging in size from 1” width by 34” depth by 3” length to 24” width by 6” depth by 
30” length. Changes made in a few minutes. Board up to .060 used. 
This machine cuts costs and produces better boxes. 


Manufactured only by 


SELF-LOCKING MACHINE COMPANY 


569-589 East Illinois St. CHICAGO 
Cable Address: SELF-LOCK, CHICAGO 
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WHEN ORDERING 
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ROBERT GAYLORD. INC. 


GENERAL OFFICES ~~ SAINT LOUIS 











Adhesive Specialists 


SEALING and LABELING ADHESIVES for all types of machines, labels, and boxes. 
Write us your needs and troubles. 


Prices and samples quickly furnished. 


The F. G. Findley Co. 


Adhesive Manufacturers Milwaukee, Wis. 
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Our special designing depart- 
ment is at your service, with- 
out charge, to analyze your 
shipping case requirements 
in either corrugated or solid 
fibre cases. 


Expert designers will study 
your problems and design a 
sturdy shipping case, with- 
out bulk, that will cut ship- 
ping costs to a minimum— 
‘*A Case of Economy.”’ 


Write us for this free modern 
packaging service—no obli- 
gation whatever. 


Solid Fibre and 
Corrugated Shipping Cases 
ROCKFORD FIBRE 
CONTAINER COMPANY 
DIVISION OF 


Rockford Paper Box Board Co. 
Rockford, Illinois 








The more attractive 


Your Package 


The more goods 
you will sell 


Print your cartons on 


RIDGELO 


CLAY COATED 


FOLDING BOXBOARD 


That’s the first step 
towards better cartons 


May we send you samples? 


LOWE PAPER COMPANY 


RIDGEFIELD NEW JERSEY 











CLUES DRY OR LIQUID 
DRY OR LIQUID P ASTES 


= 


LABELING 
SEALING 
WRAPPING 


EEE 


WESTERN PASTE & GuM Co. 


Manufacturers of 
DEXTRINES and ADHESIVES 


CHICAGO JERSEY CITY 
2710 South Throop St. 402 Claremont Ave. 




















Stapling Wire in 
ONE PIECE COILS 


One of the outstanding 
features of SILVER- 
STITCH is that every 
coil is wound in one con- 
tinuous length. Your 
stapling machine opera- 
tors do not have to stop 
in the middle of their work to thread short 
pieces. 
Besides the regular five pound coils, 
SILVERSTITCH is also wound in ten pound 
coils. The use of the large coils further 
reduces time-wasting stops. 
If you will send us the name of the man 
responsible for your stapling department 
we shall be glad to send him a free sample 
coil for tryout purposes. Do it now. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Ave., Chicago 
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Acme Steel Co 

Aluminum Company of America 

American Can Co 

American Coating Mills 

Auditorium Hotel 

Battle Creek Wrapping Machine Co 

Bliss Co., Inc., H. R 

Bunn Co., B. H 

Burt Company, Ltd., F 

Burt Machine Co 

Butler Paper Products Co., 

Butterfield-Barry Co., The 

Capem Machinery Corp 

Central Lithograph Co., 
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Consolidated Paper Co 6 

Continental Can Co., Inc 

Continental Folding Paper Box Co., Inc 

Crescent Engraving Co 

Dejonge & Co., Louis 

District of Columbia Paper Mfg. Co 

Economic Machinery Co 

Exact Weight Scale Co., 

Ferguson Co., J. L 

Findley Co., The F. G 

Fort Orange Paper Co 

Gair Co., Robert 

Gaylord, Inc., Robert 

Hampden Glazed Paper and Card Co 

Harmon Sealer, 

Hartford City Paper Co 

Johnson Automatic Sealer Co., Ltd 

Kalamazoo Vegetable Parchment Co 

Keratol Company 

Kiefer Machine Co., The Karl 

Lambooy Label & Wrapper Co 

Lowe Paper Co 

McDonald Engineering Corp 

Matthias & Freeman Paper Co 

Middlesex Products Co 

National Adhesives Corp 

National Packaging Machinery Co 

Nelson Company 

Package Machinery Co 

Paterson Parchment Paper Co, 

Peters Machinery Co 

Piccadilly Hotel 

Pinco Papers, Inc alors 

Pneumatic Scale Cone, Ltd 
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Redington Co., F. B. 

Reynolds Metals Co.. 

Richardson Co., The 

Rochester Folding Box Co 

Rockford Fibre Container Co 
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Schmidt Litho. Co., Theo. A 

Self-Locking Machine Co 

Special Production Machines 

Standard Sealing Equipment Corp 

Stokes & Smith Co 

Sun Tube Corp., The 

Sutherland Paper Co.. 

ey Press Co., The. . Sf 
. S. Bottlers Machinery Co 

U. S. Printing & Lithograph Co 

Warren Manufacturing Co 

Warren Manufacturing Co 

Western Paste & Gum Co........ 

Westfield River Paper Co., Ine 

Whiting Co., Inc., C. R Insert 26-27 
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/ MODERNISM 


Mest packages bought today are sold 
through the eye. The box covering 
is the first thing seen. 


Hampden Fancy Box Papers are de- 
signed for present day selling. A package 
covered with a Hampden Paper will stand 
out among the multitude of packages 
arrayed in the average store. 


In the teeth of stiff competition you 
can do no less than modernize your pack- 
age. Make use of Visual Appeal and of 
Hampden Papers which create it. 


Sample Sheets and Books furnished 
promptly on request. 


HAMPDEN GLAZED 
PAPER & CARD CO. 
HOLYOKE, MASS. 











